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NATIONAL VOICE CT 


BE PREPARED! 


Stock Official Boy 
Scout Shoes in BOTH 


BLACK*« BROWN! 


(Black is now Official, too!) 


Your best source... 


pre-selling 1.8 million 
boys with Full-Color, 

Full-Page Advertisements 
in BOYS’ LIFE 


BROWN — M-22 


NTERNATIONAL 


SHOE COMPANY 


Mirlla La ged Shoe Manufacture e 








D’ Antonio’s ‘‘Andrea’”’ on the Pierre last ...a 
sandalized pump for tailored moments... captures 
the lighter look with openness at strategic points. 


In two-tone versions of 


HUBSCHMAN’S CALF 


| za 


#342 White Tiger with black collar...and in all Hubschman colours 
and combinations ...by D’ Antonio Shoe Corporation, New York 3 


E. HUBSCHMAN & SONS, Division of Gera Corporation, Philadelphia 23 
Fashion Office: 261 Fifth Avenue, New York 16 





In Stock 922 


Black Moccasin Oxford 
with Allenite Tip 


Black Crepe Sole & Heel 
8, to 12, BtoE 
12% to 3, Bto E 


Also in stock in brown. 


In Stock 4076 


Red T Strap 
Leather Sole 


6% to 8, BtoE 
8, to 12, AtoE 
12%. to 3, Ato €E 


Kali-sten-iks can be a capital asset 
in your store too. Quality Styling 


for children of all ages. 


Flabi.stoniles 
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HOUERICAW GIRL: 


9.99 »°10.99 


A FEW STYLES AT $11.99 


American Girl makes shoes to sell at 
the prices where the biggest volume 
is done. A complete line of shoes 
that is promotable and profitable. 


288 A STREET, BOSTON, MASSACHUSETTS © DIVISION: CONSOLIDATED NATIONAL SHOE CORPORATION 
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Retail selling has created substantial new buying of LEVOR white leathers by 


shoe manufacturers. Store re-ordering is wide-spread. 
Check right now with your resources about getting white shoe replacements. 


HOLD YOUR MARK-UPS AND KEEP SIZED-UP, PARTICULARLY IN SHOES OF 
“THE WHITEST WHITES.” 


TEU es 
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awaroeut Extra Profits! 


GET READY FOR IT NOW 


meter T0100 | emt 


Full Page Ad, 
THE SATURDAY EVENING POST 
«++ Reaches over 24,750,000 readers 


Also this Ad in 
LIFE MAGAZINE 


. +. reaches over l » | 


26,450,000 readers. >. “"""™wwee, 





NOW...2 RADIO NETWORKS! rvs sinha: TIME— 


new top variety program on NBC network —190 top stations. Coast 
to coast every Wednesday and Thursday afternoon. 


Pp Don McNeill’s BREAKFAST CLUB, heard 
every Tuesday and Friday over 300 stations 
in the great ABC network, Coast to Coast. 


GET RELIEF WITH... : : 
the impact of 63 magazines, 530 newspapers and 

1) Li AY C h O / / S$ CLbo Sunday Magazine sections from Coast to Coast 

: to give you the biggest, most profitable Dr. Scholl’s Foot Comfort 


ARCH SUPPORTS, REMEDIES Week ever! Check your stock of Dr. Scholl’s and order now! 


MAIL COUPON NOW 
FREE Pre-Tested Window Display ne ScHOU MFO. CO., INC., Chicago 10, til. 
te . Y. 11, N. Y. © Los Angeles 58, Calif. 
“ 8 ries, an saps reg hen Please send us your new Dr. Scholl Foot Comfort Week Window Display 
r. Scholl’s Foo omfor ee 
a record-breaker. It’s in full color. 
Measures only 33” high, 22%” wide, 4” 
deep. Yours FREE. Mail coupon today! 


Casas 22H 
Leaeaanaewwae a al 
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Mr. NEOLITE says: 
Build new flexibility, new comfort, new style 


NEOLITE 


¢ YOU CAN FLEX "EM 
WITH YOUR FINGERTIP ! 


¢ THEY’RE WONDERFULLY LIGHT! 
¢ THEY HAVE A LUXURIOUS FINISH! 


COMFORT-MINDED FOLKS ARE CHOOSING THEM... 


Today more than ever, consumers are demanding 
super-comfortable shoes that are also smart looking. 
That’s why the popularity of shoes with NEOLITE 
Flex Soles is growing fast. These sensational soles are 
so flexible they can be bent with the tip of a finger .. . 
they’re so light and soft-walking, they make every 
step slipper-easy. And their finish gives them a true 
look of luxury. In addition to all this, NEOLITE Flex 
Soles give the long, long wear that’s traditional with 
NEOLITE. 


The most desirable 


soles of all for today’s 
high-style footwear ! 


, ... most desirable 
for women’s 
golf shoes, too! 


PROFIT-MINDED MANUFACTURERS ARE USING THEM... 


How do we know that NEOLITE Flex Soles are grow- 
ing in popularity? That’s easy! Top manufacturers 
are using them on women’s high-style shoes, men’s 
shoes, men’s and women’s golf shoes, and a variety 
of children’s shoes. Yes, this wonder material is re- 
markably versatile—it can be used in the required 
thickness to add greater comfort, better styling and 
longer wear to any type of shoe. Want to give your 
lines these competitive advantages? Just use 
NEOLITE Flex Soles! 


Stem ¢t/ NEOLITE FLEX SOLES 


6 
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into your lines... with sensational NEW and VERSATILE 


‘ELEX SOLES 


The perfect soles ' The ideal soles for 
for today’s i adding wear, comfort 

super-comfortable and style to 

men’s shoes! children’s shoes! 


# .. . also perfect 
for men’s 


golf shoes! 


A TRIUMPH OF SCIENTIFIC RESEARCH AND INGENIOUS NEW PRODUCTION METHODS! 


NEOLITE Flex Soles are made of genuine NEOLITE which is 

processed in a remarkably different way to add extraordi- gy eta . - ms + ‘ an on 
nary lightness and flexibility to its famous durability. Spe- 

cial blending of ingredients, double processing, contour 

cutting and other procedures developed by Goodyear scien- 

tists made this material possible. Among the outstanding 

features of the NEOLITE Flex Sole is its one-way flexibility: 

it can roll up around itself longitudinally, yet it resists flex- Get all the facts about NEOLITE Flex Soles from your 
ing laterally! This means that with all the easy walking it Goodyear Representative. Or, if you prefer, write to: 
provides, it still helps hold the shoe in shape . . . even Goodyear, Shoe Products Division, Akron 16, Ohio 
thin-soled, high-style women’s shoes! 


made only ty GOODFYEAR “2s 


NEOLITE, AN ELASTOMER-RESIN BLEND, T.M.—THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OHIO 
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THE FACTS ARE IN YOUR FAVOR! | 
It’s a fact that British Walkers are habit forming! Customer recards reveal that the aver- 
age first pair purchase produces a steady customer for the store, the. line and (often) the 
style. This profitable repeat business is based not on mere “talking points”, but on actual, 
factual, demonstrable advantages. 





exclusive synchro-flex construction 
wide size coverage 


Tempered steel shank 
with exclusive leaf- 


spring arch support. f AAAA: 9%-14 
AAA: 834-14 
AA: 14: 14 
-14 
3, 14 
3, 14 


-l 
-l 
-1 
-1 
-l 











Pliant innersole with 


deep cushioned filler. : It’s a fact. The unusually wide size 

Upper on lining es range offers an exact fit to cradie every 
foot in perfect comfort. 

It’s a fact. This engineered construction supports 

the arch with the strength of steel, while adapting to 

the natural movement of the foot. Firm heel to ball-of- 

foot support combines with cushioned flexibility where 

it counts. 


distinguished styling 
It’s a fact. British Walkers have an enviable repu- 
Style No. 


tation for easy elegance. Consistently rich leathers and keh 
. flawless design assure an unsurpassed air of distinction. Aa 7 f Turf Brown 1662 


Now’s the time to investigate 
the young executives group 
a special series of British Walkers 


that provide a full 40% $7925 


mark-up when retailed at. . . — nee a pat 
Most British Walkers from $23.95. : ; ; KR li cHY 


Write, wire or phone collect today for complete information. E. E. Taylor Corp., Freeport, Maine 
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Golden Shoes 


—Joe Burger's (of H. V. Nootbaar & Co.) punch 
line on competition was a quote of Henry Ford 
re 


—“Competition whose motive is merely to compete, 
or to drive some other fellow out, never carries 
very far. The competitor to be feared is the guy 
who never bothers about you at all, just goes on 
making his own business better and better all the 
time. Businesses that grow by development don’t 
die, they prosper.” 


—His amplification of the personality qualification 
for successful selling was simple and effective. 


—“You have to listen before you talk,” he said. 
“You have to put yourself in your prospect’s 
place.” 


—He told of a recent visit he had made to a shop 
in Little Rock . . . where he saw a pair of gold- 
painted shoes hanging over the cash register. 


—The owner of the shop told him they were a cus- 
tomer’s shoes . . . bought directly from the cus- 
tomer, second-hand. He had painted them gold 
and hung them over the cash register to remind 
himself that without customers coming into his 
store every day, he wouldn’t have any need for 
a cash register. 


—They reminded him to put himself into his cus- 
tomer’s shoes. 


—“When you listen, you put yourself into your 
prospect's shoes . . . find out what’s on his mind,” 


he said. 


—*“Don’t open your mouth until you're sure you 
have something to say. 


—“Everybody knows that many a sale has been lost 
by salesmen talking themselves right out of it.” 


—Remember the five qualifications for the success- 
ful salesman: Character, Industry, Ability, Cour- 
age, Personality. 


€. B. Tartune,th, 
Publisher 
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JUMPING JACKS 


Says: Phil B. Herold 


of nat an 


CALIFORNIA'S OLDEST SHOE CONCERN 
San Jose, California 


GM i sk oe ae Es Se 
kind of ad that 
will sell a lot 
of Jumping-Jacks 
numbers 
15 and 16." 





r to be cuddied... 
first by loving hands 


Because of letters like 
this from Phil we are 
placing this ad in the 
Baby Books for Fall in 
addition to the maga- 
zines already on our 
schedule and have pre- 
pared a 2 col. x 8” 


... and then by 
flexible yet gently firm 
+. for little first steppers 


newspaper version of 
this ad for all to use. 
When writing for this 
mat ask for mat ad 
number 59-7. 





RU DB 


onle ‘SSionsS 


VAISEY- BRISTOL SHOE CO. 


Monett, Mo. 














““GOVERNETTES”’ 
Austin Peay State College 
Clarksville, Tennessee 


S MAJORETTES 
‘Ane they marching past your door? 


You get Majorette Boot business when 


/ you get there first! Contact school and 
wana ae ow band officials right now! With Acme 


school color or combination 


No. 7611 Me values and prices, you certainly have the 
.. . for growing girls. Sizes ' \ ss "? . . 
sicthen eh “A ange mostest!’’ Styles, sizes and widths 
widths. IN STOCK for your convenience! 


Get the majorette business in your 


No. 6611 . 
= area before it marches past your 
... for children and misses. : 


Sizes 8¥2 thru 12, “D" width a \ door. Go after it now! 
only. Sizes 121 thru 3, B’’ y: 
and ‘‘D" width only 


No. 6611 
... for infants. Sizes 4 thru 
8 **D"’ width only 


when you sell boote...it pays to sell Acme ! 


ACME BOOT COMPANY, Inc., Clarksville, Tennessee @ ALSO MAKERS OF 
COWBOY BOOTS, WELLINGTONS, OUT-OF-DOORS BOOTS, AND ENGINEER BOOTS 
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YCOLAC 


THE TOUGH, HARD ABS PLASTIC 
from BORG-WARNER 


CYCOLAC’s amazing properties make it in- 
finitely superior to traditional shoe heel ma- 
terials... serviceable over a wide temperature 
range. 

CYCOLAC’s outstanding toughness and abil- 
ity to “take-it” have been proven through 
constant wear. 

CYCOLAC’s exceptional quality practically 
eliminates returns. 


CYCOLAC’s light weight offers more heels 
per pound . . . usable with all conventional 
shoe forming equipment. 


CYCOLAC’s low cost will surprise you. 


Now — in less than a year —there’s 
twice as much proof that Cycolac is 
not only rigid . . . but extra tough as 
well! More than two million high heels 
molded of Cycolac have demonstrated 
its astounding ability to stand-up under 
daily wear. Reports from manufactur- 
ers and molders continue to show re- 
turns at an all-time low! 

Looking for ways to cut manufacturing 
costs and maintain the quality and 
reputation of your shoes? Look into 
Cycolac now! 


WRITE FOR DETAILED INFORMATION TODAY! 
PACESETTER IN 


Marbon 
CHEMICAL 


SYNTHETIC RESINS 


DIVISION OF BORG WARNER 

Washington, W. Va. 

also represented by: 

WEST COAST: Harwick Standard Chemical Co., Los Angeles, Cal. 
CANADA: Dillons Chemical Co. Ltd., Montreal & Toronto 
EXPORT: British Anchor Chemical Corp., New York 
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Sole} \ i = nO) an We od a 201 © ee D1 1 Oh VA = Edwards 


4 aN » PLAYN-TOE ... designed 
x ae » especially for beginners 
Ca ~ -\ in their favorite soft 
\ et 2% ye white elk. 
T-TIME . . . Lady-like 
styling for little misses. 
In sleek, shiny black 
t 
b Se MARK .... Collegiate 
\ sy , black leather with a 
SN “ grown-up design for 
Sy VAN the young man in 
‘te, PS CSS the family. 


THE BIG HOUSE FOR LITTLE SHOES EVER SINCE |1900 


Edwards fit is based on 59 years of experience 

Wa r is Edwards fit depends on specially-developed lasts 
THE SHOE FoR CHILDREN Edwards fit is an individual matter 
PHILADELPHIA 7 PA. Edwiards—tit to be tied! 
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@ Higher taxes are coming, in spite of increased revenues, 
beeause the government keeps spending more money. 


@ All “temporary” wartime excise taxes, and 
the 52 per cent corporation tax, will stay for 
another year. 





@® There’s not much chance of public hearings 
on the shoe labeling law for another year. 
The law is no longer a hot enough issue. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Higher taxes are coming. Here’s why: The government continues to take 
in less money than it spends. The cold war is becoming more expensive. 

Revenues are now on the upgrade, due to healthier business and bigger 
payrolls. But federal spending is nudging ahead of all expectations. 

Neither political party is anxious to talk about higher taxes this year. 
National elections will be held in 1960. Control of both the White House 
and the Congress is at stake. Any hot issue that might annoy the voters is 
being soft-pedaled. (Some experts are still clucking over the fact that Gov. 
Rockefeller of New York raised taxes this year and got away with it.) 

Root of the government’s money problem is the hard fact that Washington 
wants to hand out more dollars than it takes in. And the cost of operating 
government programs keeps going up. Each year, the Congress adds new pro- 
grams or enlarges old ones. Both so-called defense programs and civilian- 
type programs (such as veterans benefits and foreign aid) tend to spread, 
year by year. 


All excise taxes, as well as the 52 per cent tax on corporation income, are 
to stay in effect at least another year. That’s been the situation since World 
War II. The Administration has made its formal request for extension of 
these “temporary” taxes, and the Congress will comply within the next few 
weeks. 

Reason for the extension of the wartime rates is the same: Treasury needs 
the revenue. Besides continuing high rates on automobiles and automotive 
parts, the plan calls for another extension of excises on liquor, tobacco, and a 
long list of consumer goods. 


The leading champion for shoe labeling in the U. S. Congress is again 
urging that public hearings be held on his proposal, but there is little likeli- 
hood that this will happen soon. 

Rep. Charles O. Porter (Oregon Democrat), recently wrote Chairman 
Oren Harris (Arkansas Democrat) of the House Commerce Committee, urging 
that public hearings on his shoe-labeling bill be held “as soon as possible.” 

But Chairman Harris evidently does not feel that his colleague is in 
possession of a hot issue. He replied politely but somewhat laconically that 
he would schedule hearings “when possible.” 

Translated into terms of every day English, this statement means that there 
is very little chance that any hearings will be held this year on Mr. Porter’s 
bill. It is now clear that any action on footwear labeling has been put off 
until next year. 

On the Senate side of the Capitol, there is likewise little demand for a 
shoe labeling law. Senators Morse and Neuberger (both Oregon Democrats) 
have expressed keen interest in a shoe labeling law, but neither feels suf- 
ficiently strongly about the issue to sponsor a bill on the subject. 
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® Two more shoe manufacturers have agreed 
to show preducts at the U. S. fair in Moscow 
this summer. This brings the number to three. 


Report from @ Higher unemployment compensation taxes 


WASHINGTON [..om.S0 tea 





Two more shoe manufacturers have reached agreement with the govern- 
ment for display of their merchandise at the U. S. fair in Moscow this summer. 

Red Wing Shoe Co., of Red Wing, Minn., is contributing three pairs of 
hunting boots and Acme Boot Co., Inc., of Clarksville, Tenn., is contributing 
a Size Two pair of Western boots. 

Earlier, the Swan Shoe Co., of Baltimore, signed for display of slippers. 

American officials in charge of the fair report that a total of 438 U. S. 
firms in 32 states have now agreed to contribute merchandise. 

The U. S. show will open in Sokolniki Park, Moscow, on July 25, and will 
run for six weeks. Purpose is to show the Russians what American life is like 
as reflected through our apparel, footwear, homes, and house furnishings. 


Most businessmen will pay higher unemployment compensation taxes if 
Congress approves plans to impose federal standards on state jobless pay 
programs. 

Many small firms will pay these taxes for the first time. 

A pending proposal by Sen. John F. Kennedy, D., Mass., would require 
all states to pay a weekly benefit to jobless workers equal to at least two-thirds 
of the average wage in each state for at least 39 weeks. Most states 
now pay under $50 for 26 weeks or less. 

Coverage would be extended to firms with one or more workers. Present 
standards call for those with four or more to be covered. Employers who are 
covered pay a tax up to three per cent of each employee’s first $3,000 yearly 
salary. This would be boosted to $4,200. 

In addition, the Kennedy proposal would remove the so-called merit 
rating system, under which firms with steady employment records receive a 
slightly lower tax. It would substitute a uniform rate for all employers. 


Shippers are entitled to normal truck and rail pickup and delivery ser- 
vice despite peaceful picketing of struck plants. 

A new Interstate Commerce Commission order affirms this right to service. 
The agency orders public carriers to cancel, by May 27, tariff schedules 
which would allow the transporters to withhold service for reasons of “picket- 
ing or other labor disturbance.” 

This question of a denial of service on the grounds that operations would 
be impracticable was acted on by an ICC division in 1958. The three-man 
division held that the impracticable-operations rules were neither just nor 
reasonable. Now the ICC as a whole finds the division’s decision sound and 
orders it adopted. 

Spokesmen for shippers had urged the ICC in March to decide that 
peaceful picketing is no barrier to the performance of carrier obligations. 
The impracticable-operations rules, said the spokesmen, are so written as to 
invite carriers to refuse service. 


We'll just have to get used to the idea of a larger U. S. unemployed total. 
Although politicians aren’t happy about it, most economic experts in Wash- 
ington now say five per cent of the work force unemployed is going to be 
“normal” for the next several years. 





(CONTINUED ON PAGE 74) 
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| THE | 
FEDER —e 
baludl wits a TEXTRON company, 686 Main Street, Belleville 9, New Jersey 
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missing 


Fi 
, 3 
a : 


CERTIFIED and COMMENDED VINYL FABRIC 


dll 


the luxury vinyl plastic fabric at the realistic price, 
has had its claims of superiority tested and certified 
by the independent laboratories of the United States 
Testing Company. 


FEDERAN is available in every weight, color and de- 
signer created patterns that will SELL your products 
easier, faster and at a higher profit. 


Samples, seal and tag promo- 
tion details, and complete 
price and promotional infor- 
mation are available upon 
request. 





Goodyear 


INSOLE RIB 


Attaching Machine 


gives accurate 
three-margin control 
at low cost 


United’s improved insole rib attaching machine —the Model 
B-—has a three-position edge gauge that makes possible the 
accurate rib location needed for good shoemaking. Adjustable 
stops furnish selective but positive edge gauge locations for 
specified margin dimensions. 


This new model will give you higher production at lower 
cost. A reel holding 400 yards of preformed rib minimizes the 
time spent by the operator in handling materials. Other im- 
provements and simplifications reduce maintenance expense 
and permit you to produce inexpensive, flexible insoles with 
accurate margins and solidly attached ribs. 


Call your 6/€ representative for more detailed information 
that will help you lower the cost of your welt insoles. 


(BAC UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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Dont 
Forget 47 
Style 47 


This three-pattern group just 
hints at the vast spread of 
y styles and types in the Viner 
fall line... a selection so 
> versatile and so basic you're 
! bound to profit, whatever you 
y order! Fast In-Stock service on 
all styles keeps turnover high 
© ... popular prices guarantee 
» the volume you want. 


IN-STOCK 
Retail $6.95-$9.95 


Write today for latest 
N-STOCK CATALOG 


suede viking 


cruise 


VINER BROS., INC. 
Bangor, Maine 
Shoe Craftsmen Since 1905 


Young and gay is every Way 





Printed in U. S. A. 
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| Designed specifically 


artbirco for * Italian- influence’ 


| super-flexible, 
FLUTED SOLING Be 
eee lightweight styles! 


. 


Here is a master-stroke of timely styling! Ambirco Fluted Soling is new and unique... 
the perfect soling for your Italian-influence styles. See how the fine delicate fluting adds 
an unmistakable Continental touch all its own. Yet Ambirco Soling is amazingly durable 
and long-wearing, too. Notice the two-directional feature which not only adds beauty 


to the shoe but also safer footing. It all adds up to that extra sales appeal that helps 
you sell more shoes. 


¢ Available in newest fashion colors ° Variety of thicknesses 
* Comes in strips — carefully designed for maximum cutting efficiency 
* Matching cellular stock available for under-wedges 


FROM THE WORLD'S LARGEST PRODUCER OF SHOE SOLING MATERIALS 


4 BILTRITE 


HEELS AND SOLES 


AMERICAN BILTRITE RUBBER CO. 
CHELSEA 50, MASS. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis 
In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 











"1 WANT THAT LIME? 


IT’S PRICED RIGHT FOR VOLUME” 


SEASON AFTER SEASON - CLEAR ACROSS THE COUNTRY RETAILERS 
WANT THE AMERICAN JUNIORS LINE, NATIONALLY ACCLAIMED THE 


"FIRST CHOICE” LINE! 


RETAILERS KNOW THEY CAN SELL SHOES THAT ARE VOLUME PRICED, WITH: 
- TO ATTRACT WITH FRESH APPEAL 
- TO PROVIDE ENDURING SERVICE AND KEEP CUSTOMERS 


- TO INSURE SATISFACTION AND PARENTS CONFIDENCE 
* * * xx 4 * ‘- 
xt Write us for franchise for your city. 
* 


o AMERICAN JUNIORS SHOE COMPANY, INC. 


cpntngy ONE ISLAND STREET, LAWRENCE, MASS 
== S DIVISION CONSOLIDATED NATIONAL SHOE ae SALES OF FICE 


Suniors | i 


- \PARENTS) 
— * * \ we Shipp > 
* x cee zx * ae Eo 10) 





This illustration will appear in a ful page, full-color ad next f 


JARMAN 1959-1960 


Varsuly 


SUES 


SMARTEST, MOST POPULAR, BEST ALL- AROUND 


and Jarman dealers are “Most Likely to Succeed,” for these 
are shoes with a special appeal to the young men’s market — that 
bursting-at-the-seams market which has such great potential, today 
and tomorrow. Jarman always offers styles which appeal to a young 
man’s highly definitive tastes, at prices which won't wreck his 


budget. 


To help dealers make the most of this youthful potential, Jarman 
advertises in national magazines read and respected by young men. 
The shoes shown here will be seen, for example, in a full-page full- 


color ad in Esquire’s big back-to-school issue this fall. 


Of course, the young-man segment is not the only segment of the 
market to which Jarman appeals. Jarman dealers sell more pairs to 
more men of all ages. Jarman attained and is maintaining this 


foremost spot through: (1) The styling of its shoes; (2) The 


quality (and quantity) of 
tiveness and scope of its pr 
mail and local advertisi: 
Many a dealer, from 

time entering those b 

find out all about the Jan 


you, write today. 


JARMAN SHOE COMPANY + NASHVILLE, TENNESSEE 
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SHOES FOR MEN 


TO RETAIL AT $10.95 TO $19.95 M 
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what has stripes... 
comes in sixteen color combinations... 
lives in a shoe 
...and roars? 


Princeton’s POLANYL lining ... the new light- 
weight STRIPED NYLON FLEECE LINING 
that’s putting new life into boot and slipper sales! 
You may see POLANYL imitated, but you'll 
never see it duplicated . . . because no one yet has 
been able to capture the sharpness of color, the 
wearing quality or the selling-rightness of its 


sixteen color combinations! POLANYL... in 
100% DuPont Nylon ...another example of 
Princeton’s leadership ...in styling, quality, 
value, and direct-to-you concepts that make sales! 


princeton 


Princeton Knitting Mills, Inc., 450 Seventh Avenue, New York 1, N. Y. 
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Merchants Use PPSSA to Shop for New Resources 


Price increases left buyers with 
brackets to fill. Much of their 
shopping was for unbranded and 
lower-priced lines. Also evident 
at the New York show was an 
emphasis on style and specialty 
item buying. Speculative buying, 
however, was not apparent. 


NEW YORK — A busy Popular 
Price Shoe Show took a number of 
odd buying turns. Among them were: 
more than the usual shopping by re- 
tailers for new resources; emphasis 
on style and specialty item buying, 
and considerable shifting of pricing 
policies. 

The recently increased prices, re- 
sulting in a movement upward of 
$1 or more in retail brackets, left 
many holes to fill. As a consequence, 
retailers sought new resources to fill 
in price brackets vacated by their 
former lines. 

A large share of the shopping took 
place in unbranded and lower-priced 
lines. In the branded lines, retailers 
“rode with the rises,’ though seek- 
ing new lines for fill-in purposes. 

According to PPSSA officials, re- 
tail sales this year will reach a rec- 
ord 650 million pairs—or about 40 
million above last year. Imports will 
account for a large share of the in- 
creased retail sales. 

Hottest topic at the show was, of 
course, prices. Average factory prices 
are expected to show a 6 to 10 per 
cent increase over 1958. It is believed 
that retail price increases will show 
a corresponding percentage rise. Pre- 
viously, price increases were smoth- 
ered within existing price ranges so 
that the higher brackets were 
weighted at the upper end of the 
range. 


Movement to New Plateaus 

While a considerable amount of 
this will continue in fall shoe prices, 
there will be much more outright 
movement into higher and new 
price plateaus. This has created some 
anxiety among retailers who wonder 
whether they will be able to break 
successfully from long-established 
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price brackets (at retail) without 
some consumer resistance setting 
in. Consensus, however, is that no 
mass consumer price resistance will 
show up. 

While no mass downgrading trend 
was evident, most manufacturers 
nevertheless were ‘quality readjust- 
ing’ many of their lines. This sub- 
stitution of lower-priced materials 
applied chiefly to linings, solings 
and some shoemaking details. In the 
$3 to $5 women’s lines, previous 
quality was maintained only by re- 
moval of ornamentation and some 
cost items from the shoes. 

Many chain store buyers expressed 
the belief that the $3 leather shoe is 
now a thing of the past. All-synthetic 
uppers had moved in dominantly here 
and were also making substantial 
inroads among $4 and $5 retailers. 
Manufacturers point out that this is 
not necessarily to be regarded as 
downgrading, but rather a use of 
new and improved materials which 
consumers will find acceptable and 
even desirable in lower-priced shoes. 


No Scare Buying 

One significant feature of the buy- 
ing activity was an absence of specu- 
lative and scare buying. Advanced 
buying took place largely in staple 
items prior to the show. One manu- 
facturer said, “It appears as though 
the shoe business has reached a gen- 
uine maturity. Manufacturers are 
not pressing retailers to over-buy 
nor are retailers buying appreciably 
beyond their current needs. This 
sanity is going to save everyone in 
the shoe business a lot of headaches 
in the months ahead.” 

The heavy rate of shoe buying in 
recent months, however, has been re- 
flected in record-high production fig- 
ures for the first four months of 
1959. Both March and April set new 
production records. Over-all output 
for the first four months is 8% per 
cent above 1958 and 1 per cent above 
the previous all-time high in 1956 
for the four-month period. It seems 
certain that the output for the first 
half of 1959 will set a new mark for 
the half-year. 


While some of this is the result of 
advanced buying, retail sales are 
moving at a sufficient clip to keep in 
balance with the high level of pro- 
duction—thus preventing any over- 
loading of inventories that might 
later backfire on the industry. 

Chief concern of retailers and buy- 
ers, as well as manufacturers, is the 
strong prospect of additional price 
increases in the months ahead. The 
hide and leather price situation is 
still unstabilized. Also, a considerable 
number of manufacturers have felt 
that their recent price increases are 
insufficient to cover the still-rising 
costs confronting them. 

However, it is felt that if addi- 
tional price increases come in, they 
will tend to be more on the fractional 
side rather than the more substantial 
amounts that have occurred over 
recent weeks and months. By year’s 
end it is expected that wholesale 
shoe prices will be approximately 8 
to 10 per cent above a year ago. 

While this is a substantial one- 
year price boost, there have been 
two other occasions in the past 12 
years when the one-year rise was 
sharper. (These took place in the 
1950-1951 period, when wholesale 
prices rose 15 per cent, and in the 
1946-1947 period, when the increase 
amounted to 23 per cent.) 


‘Between-Pricing’ Considered 

During the show there was a sig- 
nificant amount of talk regarding 
“between-pricing” — using the 25- 
cent, 45-cent or 75-cent price tags 


as against the traditional 95-cent 
tag. Some of the major chains, as 
well as large independents, are re- 
ported ready to experiment with this 
policy. However, it will apply almost 
wholly to children’s shoes. Other re- 
tailers are said to be observing con- 
sumer reaction to this closely before 
adopting policies for their own 
stores. 

The Popular Price Shoe Show did 
not conclude with any settled condi- 
tion on prices. Pricing policies con- 
tinue to be volatile and flexible. Pric- 
ing is being based both at wholesale 

(CONTINUED ON NEXT PAGE) 
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Shifts in Pricing Polic 


(CONTINUED FROM PAGE 23) 


and retail on an “averaging-out” 
plan. For example, leathers pur- 
chased at the old prices and at cur- 
rent prices are balanced out to reach 
a “between” or average price (which 
is fixed to the cost of the shoe). 

Some retailers are using the same 
plan on their pricing. However, new 
inventories of leather are now com- 
ing in at the higher prices, which 
will either maintain the firm status 
of prices as they now exist, or 
promise to force some upward move- 
ment on some lines in the months 
ahead. 

Reports on trends in men’s, wo- 
men's and children’s footwear, as 
shown by the PPSSA, follow: 

e* @ ® 


Women’s Shoes: Boots Are 


A Big Item in Many Lines 


IN WOMEN’S shoes, boots, walk- 
ing types, heels and color were the 
centers of interest at the PPSSA. 
Boots were everywhere, in many wo- 
men’s lines. 

Makers of flats, sports shoes and 
slippers showed flat-heeled, warmly 
lined boots in leathers and some fab- 
rics. Makers of indoor slippers had 
added booties to their lines in fab- 
rics, and an occasional upper was 
made to look like a hand-knitted ma- 
terial. 

All types of boots for at-home 
wear were shown, from very warm, 
soft materials to glamorous velvets 
for hostess wear. And then there 
were the dressy outdoor-indoor boots 
in fine leathers, both smooth and 
suede, and in velvet. These were on 
high heels and were actually re- 
garded as very high-riding shoes to 
be worn just as any dress shoe would 
be worn, not at all as practical, pro- 
tective types. 


Town Walking Shoes 

The PPSSA confirmed the already 
strong trend to town walking shoes. 
The new oval toes and a few square 
toes were shown sparingly in these. 
Style lines that had never included 
heels below 23/8 or 21/8 in height, 
had added an 18/8 heel and some- 
times lower. And factories that had 
been making 18/8 now included 15/8 
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ies Seen at PPSSA 


or 14/8 and often lower. Most of 
these walking heels are stacked 
leather, but some have the stacked 
layers all through and some have a 
covering that simulates the genuine 
stacked heels. 

As to patterns in walking shoes, 
the most realistic are in ties—low- 
cut for style — and in higher-cut 
pumps. Leathers include, for these 
town types, brushed, grained and 
smooth. 

Heels continue to cover a wide 
range in heights and there are still 
many very high, very slim and me- 
dium high, very slim types. 

In the medium heights, 18/8 or a 
little higher, some heels are a little 
heavier, with an emphasis on addi- 
tional thickness for walking shoes. 
The Queen Anne type was not as 
evident in the lines as was expected. 
The “squashed,” really low, rather 
heavy, shaped heel appeared in a 
good many lines where low heels 
were important. Wedges continued 
to occupy an important place in con- 
servative, as well as opened-up style, 
shoes. In moderate price lines, few 
oval or square toe lasts appeared. 
Needles still reigned. 


Black Still Reigns 

Black is still unquestionably num- 
ber one color in all types of shoes, 
right down to flats and casuals. 
Brown is recognized as more import- 
ant this year; dark brown for dressy 
shoes, medium for tailored shoes and 
a number of greeny, grayed beiges 
for all types but especially tailored 
and low heels. Green with an olive 
cast is number one choice in this 
color family. There is more talk 
about gray than might have been 
expected; in medium and some dark. 

Interest is scattered in the blue 
and red families. The purple tones 
are considered definitely promo- 
tional. 

Speaking at the industry fashion 
breakfast, Doris Weston, the 
PPSSA’s fashion director, divided 
women’s apparel trends for fall into 
three broad categories: man-tailored, 
classic and romantic. Most promo- 
tiona] ready-to-wear fabric colors are 
brown-reds, golden browns and deep 
amethyst. Other important colors 
will be soft blue, olive green, gray 


and blue-red, it was_ indicated. 
Helen Joseph, PPSSA shoe fash- 
ion director, suggested six promo- 
tional categories: the tailored walk- 
ing shoe; new lasts, especially the 
oval toe and its variations; luster 
leathers; at-home types; boots and 
color. In colors, the focus will be on 
greens, purple, gray, brown-reds, 

gold and half-a-dozen browns. 
By ELEANOR M. RUTTY 


Children’s Shoes: Retailers 


Take Price Hikes in Stride 


CONCERTED action generally 
leads to positive results. That sums 
up the situation during the PPSSA 
Show, at least as far as the chil- 
dern’s shoe manufacturers were con- 
cerned. The majority had “upped” 
their prices in April before coming 
to the show. The increases ranged 
anywhere from 3% to 7 per cent, 
with the mean average about 5 per 
cent. 

And the retailers were either con- 
ditioned, reconciled or inured to the 
“hike.” No one was surprised or 
shocked. Merchants weren’t jubilant 
but there wasn’t anything they could 
do about it. They shopped their own 
resources as well as the other lines 
on display. And they found that the 
increases prevailed almost in every 
case. 

Manufacturers indicated that traf- 
fic during the show was good. De- 
spite the price situation, most of 
them also reported their business 
was “very good.” 

As for styles, there was unanimous 
agreement and emphasis on slim 
lasts, close edges, light weight, soft- 
ness and flexibility. Even manufac- 
turers of the more basic staple lines 
retained the important fitting fea- 
tures of their shoes but added a 
little more style. . . so that children 
who had to wear the sturdier shoe, 
or the corrective types, would still 
have pretty, styleful shoes. 


Boots in Most Lines 

Most every line, boys’ and girls’, 
had at least one or two boots or boot 
interpretations—chukkas and many 
others. In girls’ shoes there was a 
definite upsurge of enthusiasm about 
nylon velvet. The “laced look” was 
definitely in the picture, as far as 
school, play and casual footwear was 
concerned. Saddle oxfords, ties with 
lighter weight soles and closer edges, 
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the U and half-U bal, all were im- 
portant. 

For dress wear, the shell pump 
continues to be the favorite pattern, 
with new vamp treatments, soft 
trims and decorations. 

Black is still in first position. How- 
ever, it is expected that browns will 
come up strongly as the fall season 
progresses. There were also muted 
grays, blues, greens. For later on— 
for holiday selling—red or blue ny- 
lon velvet and Black Raspberry 
patent are expected to be good. 

In boys’ shoes, indications are that 
the modified, slim lasts will continue. 
The plain toe blucher is slated to 
maintain its important position as 
the many-purpose shoe for boys. 
Stitch and turn, moccasin patterns, 
embossed and quilted effects, swirl 
and stitched mudguard detailing: all 
have excellent volume potential. 

Black is the number one color in 
the boys’ shoe category too; but 
browns are edging in, especially the 
hand-stained, deeply antiqued fin- 
ishes. There was a good deal of in- 
terest in the “B and B” — brown 
shoes trimmed with black .. . black 
sole, stitching, lacing. 

By ESTELLE G. ANDERSON 


Men’s Shoes: Brown Gains, 


Freedom in Styling Seen 

A THOROUGH review of manu- 
facturers’ most promotional men’s 
styles at the PPSSA led to two prin- 
cipal conclusions: 

(1) The industry has achieved a 
unique and exciting freedom in 
men’s street and dress styling. 

(2) Brown may well overtake and 
surpass black this year. 

In forming these conclusions the 
writer visited numbers of manufac- 
turers’ showrooms; he quickly looked 
over entire lines, but—more import- 
antly—he was shown at his request 
the manufacturer’s two or three 
most promotional or “hottest” types. 

In terms of styles available to the 
male consumer—as certified at the 
PPSSA — the men’s industry de- 
serves one of the best fall and winter 
seasons in years. Now, fully accept- 
able for street and dress wear along 
with the conventional ties are slip- 
ons, straps and the fabulous chukka 
boots. 

Moreover, another dimension in 
diversity is supplied through surface 
interest, color and texture. The con- 
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Sam Slosberg Gets 210 Associates’ Award 


NEW YORK More than 1700 
members and guests gathered at the 
Waldorf Astoria May 5 to celebrate 
the 20th anniversary of The 210 As- 
sociates. 

For the last 10 years, a highlight 
of the annual “210” banquet has been 
the presentation of 
the organization’s 
T. Kenyon Holly 
Award. This year’s 
winner: Sam L. 
Slosberg, president 
of the Green Shoe 
Manufacturing 
Company, Boston. 

The award is 
given for service 
to one’s fellow 
men, effective lead- 
ership, philan- 
thropic and civic 
deeds. In present- 
ing it to Mr. Slos- 
berg, William F. 
Hickey, chairman 
of the award com- 
mittee, cited the 
recipient’s list of 
accomplishments. 

Mr. Slosberg is vice-president of 
the Beth Israel Children’s Hospital, 
Boston, and a trustee of Brandeis 
University. He is also vice-president 
and director of the Radcliff Hillel 
Foundation at Harvard. Last year he 
received B’nai B’rith’s award as 
“Man of the Year” for distinguished 
service. He has served actively on 
various art and music association 
boards. 

Mr. Slosberg was graduated from 
Harvard cum laude in 1917. In World 
War I he was a naval officer. During 


World War II he was chief of the 
Children’s Shoe Division of the War 
Production Board. He is a_ past 
president of the National Shoe Man- 
ufacturers Association and an hon- 
orary chairman of its board. 

In accepting the award, Mr. Slos- 


Sam L. Slosberg (right), president of Green Shoe Manu- 

facturing Company, receives T. Kenyon Holly Award. 

William F. Hickey (left), makes presentation as Albert D. 
Aronson, president of 210 Associates, watches. 


berg said, “No man could be insensi- 
tive to so great a compliment.” He 
lauded the members of “210,” telling 
them that in supporting that group 
they show they want their fellow 
men to have “those basic rights that 
you and I wish for ourselves.” 

The “210,” an industry-wide char- 
itable and philanthropic organiza- 
tion, was founded 20 years ago by a 
group of 20 men dedicated to “help- 
ing their fellow men who couldn’t 
help themselves.” Today there are al- 
most 4500 members. 





sumer can make his choice from 
among grained, boarded or embossed 
leathers. There are waxy finished 
leathers and burnished leathers, and 
there are soft glovey leathers and 
hard shell cordovans. 

Men’s lines at the PPSSA were 
proof-positive that men’s styling has 
entered a new era. The changes in- 
troduced over the past years—light- 
ness, flexibility, increased surface 
interest, appointments and custom 
detailing—‘“‘took.” The men’s indus- 
try has not only been liberated from 


the prison of past precedent; the in- 
dustry now has achieved the freedom 
to innovate in terms of what men’s 
street and dress styles are! 


Brown May Pass Black 

What about brown versus black? 
The styles shown at the PPSSA indi- 
cated that brown may well pull ahead 
through fall and winter. 
The vast majority of 
al types presented by manufacturers 
were brown. Moreover, brown is re- 
(CONTINUED ON NEXT PAGE) 


promotion- 


25 





Headlines 





PPSSA Industry Breakfast: 


Banking Executive Warns Against Inflation 


NEW YORK—Shoemen attending 
the Popular Price Shoe Show break- 
fast meeting heard a prominent 
banker sound a warning against in- 
flation. 

William F. Butler, vice-president 
of The Chase Manhattan Bank, fore- 
cast continued economic expansion in 
1959 and a balanced budget in 1960. 
But he cautioned that inflation is 
“the one thing on the domestic eco- 
nomic scene that can prevent us 
from enjoying great prosperity and 
growth in the years ahead.” 

Mr. Butler, who spoke before an 
overflow gathering at the Hotel New 
Yorker May 4, probed the impact of 
inflation on the shoe industry. He 
told the group, “I understand that 
your industry currently faces a new 
problem in that hide prices have 
soared, pushing costs up still fur- 
ther. The public prints resound with 
news of price advances in shoes, and 
hints of still more to come.” 

The banking executive warned, 
“To the extent that these decisions 
are influenced by a feeling that the 
U. S. economy will continue to have 
an inflationary bias, they may turn 
out to be misguided.” 

Mr. Butler noted that the shoe in- 
dustry’s share of the consumer dol- 
lar has declined steadily in recent 
years. It has lost considerable 
ground, he indicated, to expenditures 
for food and shelter. 

“It would seem clear to me,” he 
said, “that the upgrading in pur- 


chases which has featured most con- 
sumer markets in recent years has 
not extended to shoes.” 

Mr. Butler cautioned that sales 
will suffer for any commodity which 
raises its prices more than the gen- 
eral level of price increases. He 
told the shoemen, “I think it is pos- 
sible that you suffer from a general 
inflation more than, say, the food in- 
dustry suffers.” 

What can be done to prevent infla- 
tion? Mr. Butler said two conditions 
must be met: 

e “The increase in average hourly 
earnings must be kept in line with 
the advance in the economy’s effi- 
ciency—which means wage increases 
averaging three per cent per annum.” 

© “The increase in the money sup- 
ply must be kept in line with the po- 
tential growth in physical production 
—which means tight money and a 
budget surplus in time of business 
expansion and high employment.” 

Mr. Butler said progress has been 
made toward those goals. He said 
there is increasing evidence that in- 
flation is becoming “unpopular polit- 
ically” and that the public sees no 
good developing from the wage-price 
spiral. 

“Even more significant is the wide- 
spread understanding of industry’s 
fantastic success in substituting ma- 
chinery for manpower during the re- 
cent recession. This has brought 
home the lesson that it is possible 
to price labor out of the market.” 





Paul De Faleo Named Vice-President for Sales at Potvin 


BROCKTON, MASS. — Paul De 
Falco has been appointed vice-presi- 
dent in charge of sales for R. J. Pot- 
vin Shoe Company, it was announced 
this week by Richard J. Potvin, 
president. The firm produces the 
Buntees line of infants’ and chil- 
dren’s shoes. 

Mr. De Falco has had extensive 
experience in shoe business. He 
started his retailing apprenticeship 
in New Haven, Conn., and also ac- 
quired a thorough grounding in cus- 
tom shoe construction and orthopedic 
footwear. Later he was associated 
for a number of years with several 
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high-grade shoe stores in New York 
City. 

Twenty years ago he opened his 
own retail shoe business in Pough- 
keepsie, N. Y., specializing in chil- 
dren’s footwear. He later added 
branches in Kingston and New- 
burgh, N. Y. 

Mr. De Falco has gained a wide 
reputation for his developments in 
precision shoe fitting methods, with 
emphasis on the children’s field. He 
has worked closely with many pedia- 
tricians throughout the Hudson Val- 
ley area. He has also written many 
well read articles for the trade press. 


Green Names Sales Head 


Sumner M. Gerstein, newly appointed 

sales manager of the Green Shoe Manu- 

facturing Company, Boston, manufac- 

turer of Stride Rite children's shoes. 

With the company since 1945, he has de- 

voted much of his time to the New En- 
gland territory. 





PPSSA: Men’s Footwear 
(CONTINUED FROM PAGE 25) 


ceiving the emphasis in national ad- 
vertising, and—a boost from another 
quarter—the new, popular waxy fin- 
ishes are shown to better advantage 
in brown. Too, the new burnished ef- 
fect is possible only in brown. 

Brushed or sueded leathers, as 
seen at the PPSSA, continue their 
fruitful rise in popularity. They have 
now consolidated their bridgehead in 
the young adult market, according to 
travelers, and remain solidly en- 
trenched on the campus at the same 
time. Both in boots and oxfords, 
brushed or sueded leathers are very 
strong. 

At the PPSSA breakfast Owen 
Howell of General Retail Corpora- 
tion, in outlining men’s shoe trends, 
said ankle-high boots are today the 
most promotable styling category in 
men’s footwear. Visits to showrooms 
proved how right he was. The selling 
possibilities provided by this style 
are simply astonishing. 

Strong at every level of the men’s 
footwear market, boots are available 
in brushed leathers, in grained 
leathers, in waxy finished leathers, 
and in hard shell, highly polished 
smooth leathers. They can be had in 
plain toe or moc front types, with 
straps or laces, or even with hidden 
gores, with highly crafted leather 
soles and every degree of bouncey 
soles. 

By RICHARD C. EDSTROM 
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Union Journal Hits 
‘Backward Thinking’ 


BOSTON — In a publication for 
union members, the AFL-CIO Boot 
and Shoe Workers has charged the 
shoe manufacturing industry with 
backward thinking and lack of fore- 
sight. 

An editorial in the May-June Shoe 
Workers’ Journal, the BSWU’s of- 
ficial organ, declares: “It’s a pretty 
sad testimonial to shoe industry plan- 
ning if fear of the Teamsters Union 
can win greater benefits for shoe 
workers than 65 years of respected 
and honored Boot and Shoe Workers’ 
Union representation has been able 
to get for them.” 

The editorial claims the shoe in- 
dustry rates 298th among 312 indus- 
tries in workers’ wages. 

Apparently resigned to the Team- 
sters’ entry into the industry, the 
BSWU editorial asserts, “The com- 
ing of the Teamsters Union into the 
organizing picture will stir up action 
where there has been none in the 
past.” The shoe union credits the 
Teamsters’ “record of accomplish- 
ment and ability to cut red tape.” 

The editorial says it is quite pos- 
sible that major shoe unions will be 
forced into a partnership with the 
power of the Teamsters. Already, 
adds the BSWU, the Teamsters’ 
“threat to the shoe industry” has 
won or helped win wage boosts and 
other gains for some shoe workers. 


Supreme Court Rules Against 
ISCO in La. State Tax Case 


WASHINGTON, D. C.—The Su- 
preme Court again has ruled a manu- 
facturer must pay state taxes in 
states where orders are taken, even 
though the firm maintains no offices 
or places of business in these states. 

International Shoe Company, St. 
Louis, had appealed to the high court 
from an adverse decision handed 
down in Louisiana. International had 
paid state taxes under protest and 
had sued for refund. 

The firm pointed out that it “had 
no office, storage space, warehouse, or 
other place of business in Louisiana.” 
It said its only activities in Louisiana 
were the solicitation of orders by its 
15 salesmen there. 

The U. S. Supreme Court left 
standing the Louisiana Supreme 
Court ruling that the tax is valid. 
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U. S. Probes Leases at Shopping Centers 


WASHINGTON, D. C. — The Jus- 
tice Department is taking a sharp 
look at shopping center leases. Pur- 
pose: To find out if some exclusive- 
dealing contracts between shoe man- 
ufacturers and their retail outlets 
violate any federal antitrust laws. 

Sen. Leverett Saltonstall (Massa- 
chusetts Republican) reported that 
he had referred to the Justice De- 
partment the recent transcript of 
testimony on shopping centers pre- 
sented to the Senate Small Business 
Committee (see page 87). Sen. Sal- 
tonstall said he was suspicious that 
some of the existing agreements 
were in violation of federal laws 
against monopolistic practices. 

He said: 

“A Midwest shoe company testi- 
fied before the Senate Small Busi- 
ness Committee that it guaranteed 
shopping center leases for its re- 
tailers in return for an agreement 
that they would market its shoes 
almost exclusively. 

“One of its retailers testified that 
when the Federal Trade Commission 


struck down such a written contract, 
he was now subjected to a verbal 
‘gentlemen’s agreement’ under which 
his sales could drop to no lower than 
80 per cent of the offending com- 
pany’s shoes. 

“This type of restraint is ex- 
tremely harmful to small business 
and hurts our Massachusetts shoe in- 
dustry. 

“If independent shoe merchants 
can’t get into shopping centers with- 
out guaranteed leases, then an im- 
portant new market is closed to 
them. 

“And if they can’t get in without 
secret agreement such as this one, 
then they have lost their indepen- 
dence as merchants.” 

Sen. Saltonstall pointed out that 
Harold Putnam, a Virginia retailer, 
acknowledged he had to sign a con- 
tract to take shoes from no other 
company in return for a lease guar- 
antee. When the Federal Trade Com- 
mission forbade the contract, Mr. 
Putnam was subjected to a similar 
verbal “gentlemen’s agreement,” the 
senator claims. 





Shoe Exhibit Takes Form for American Fair in Moscow 


NEW YORK—America’s shoe and 
leather exhibit for this summer’s 
Moscow fair is taking shape in the 
minds of the industry’s planners. 

Officials of Leather Industries of 
America, which is coordinating the 
industry’s display at the American 
National Exhibition in Russia, con- 
firmed they will use a 15-foot-diam- 
eter ferris wheel and six 16-foot 
towers to show off U. S. footwear 
[ RECORDER, May 1]. 

On the wheel’s spokes will be some 
50 shoes in various colors, styles and 
price ranges—for men, women and 
children. The Russian visitors will 
be able to turn the wheel to see all 
the shoes. 

The towers, too, will revolve man- 
ually. Loaded with styles, they will 
be used to depict the diversity of 
American shoes. 

To dispel any Soviet notions that 
the shoes on display aren’t “aver- 
age,” photo-murals at the exhibit will 
picture Americans walking—perhaps 
entering a sunway kiosk or strolling 
along a street. 


Young women guides at the exhi- 
bition, which opens July 25 for six 
weeks, will wear specified U. S. shoes 
provided by Naturalizer, Red Cross 
and Capezio. Young men who serve 
as guides will be outfitted by Win- 
throp, Roblee and Thom McAn. 

Working with LIA in preparation 
for the Moscow fair is a fashion 
advisory committee, composed of 
shoe and fashion editors. The group 
was formed to scout for the more 
than 500 shoes to be exhibited. 

On this committee are: Estelle G. 
Anderson and Eleanor Maud Rutty, 
BooT AND SHOE RECORDER; Dorothy 
Adams, Charm; Barbara Begert, 
Seventeen; Tony Calabro, ‘““News of 
the Day”; Lissa Charell, “Today” 
show; Wilhela Cushman, Ladies’ 
Home Journal; Kay Hays, Vogue; 
Vivian Infantino and Nancy Shapiro, 
Footwear News; Sally Kirkland, 
Life; Suzanne Kirtland, Look; Gloria 
Moncour, Harper’s Bazaar; Maggie 
Morgan, Mademoiselle; Eileen 
Reidy, Good Housekeeping, and Allyn 
Rice, Family Weekly. 
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Midwest Buyers ‘Shop’ Price Lines 


Retailers at the Chicago show 
sought to complete fall commit- 
ments before prices climbed any 
higher. Many were looking for 
lines to fill price brackets left 
empty through the increases. 


By BERNICE S. DECKER 


CHICAGO—There were two dom- 
inant trends at the Fall Shoe Show 
of the Midwest Shoe Travelers, held 
here May 3-5. There was extensive 
shopping for price lines. And there 
was a marked desire to complete 
fall commitments as pos- 
sible. 

Attendance and buying were 
marked as good, although not un- 
usual. They did not equal the rec- 
ord of the previous Midwest show. 
Traffic definitely suffered because 
the show was held at the same time 
as the Popular Price Shoe Show. 
A number of State Street and vol- 
ume buyers were in New York. 

Attendance as usual was best on 
Sunday. It stimulated by a 
cocktail party and _ dinner-dance. 
There was heavy registration by 
out-of-town retailers. 

In keeping with the usual pattern, 
attendance was slow on Monday and 
Monday evening, when local stores 
are open. Tuesday remained an ac- 
tive day for local buyers. 


soon as 


was 


Price a Key Consideration 

Price was an important factor for 
everyone—exhibitors and retailers. 
A few exhibitors had made little or 
no change in their price structures, 
and were making the most of it. 
Retailers, for the most part, were 
buying heavily and thoroughly. 
They obviously wanted to be covered 
as heavily as possible with fall shoes 
before there are any other 
creases. 

A number were buying more 
heavily than usual on staple types. 
The feeling was that these will in- 
crease in value. There was little 
evidence of panic buying or over- 
stocking, however. The average 
smaller retailer just doesn’t have 
the money to cover himself much 
more than for current needs. Many 
have already tied up a good portion 


in- 
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of inventory in heavy boots and 
staple types. 

Up until now, there had been a 
general reluctance to change price 
lines. However, at this show there 
was definite competitive shopping 
for price lines. 

“What is your price line?” was a 
frequent question asked. 

Retailers interviewed indicated 
that they could no longer confine 
themselves to present lines. They 
were definitely looking for lines to 
replace price brackets lost due to in- 
creases. They are not abandoning 
their established brands. They will 
continue with existing lines. How- 
ever, they are adding new ones. 

This is particularly true in chil- 
dren’s shoes. There is keen competi- 
tion in the $5-$7 range, with empha- 
sis on the lower side of the range. 
Retailers who have previously been 
in the $7-and-up range have had to 
add lower price lines to meet compe- 
tition. 

Now, others have had to seek new 
lines because existing lines have 
moved to $8 and $9. Several re- 
ported that they have increased pur- 
chases in lower end lines for fall 





U. S. Footwear Exports 


Declined Slightly in 1958 


BOSTON—While the volume of 
U. S. shoe imports was more than 
doubling, exports of shoes from 
this country during 1958 declined 
3.9 per cent in pairage and 3.4 per 
cent in dollar value. The New En- 
gland Shoe and Leather Associa- 
tion reported these findings after 
analyzing U. S. Commerce Depart- 
ment data. 

Export volume of 4,224,648 pairs 
valued at $13,434,303 was equal to 
0.7 per cent of domestic pairs pro- 
duced in both 1958 and 1957. 

Although all other categories of 
footwear showed decreased exports 
last year, slippers and moccasins 
experienced a significant increase 
—20.7 per cent in pairs and 22.7 
per cent in dollar value. 

According to NESLA’s findings, 
the footwear import volume was 
457 per cent greater than the total 
export volume in 1958. 


in comparison with spring. 

There was also increased buying 
of makeup shoes for private brands. 
This was a departure for many re- 
tailers who saw it as one means of 
obtaining a better markup. In- 
creased costs of retailing and the 
narrowing markup were frequent 
complaints. 

This is a show well attended by 
independent retailers. Buying 
trends also highlight their prob- 
lems. Other factors are causing 
shifting of lines. There are many 
changing neighborhoods in Chicago. 
In order to stay in business, retail- 
ers find they have to merchandise 
in a different manner. In some 
cases this means broadening their 
price lines. 


Buyers Are ‘Fall-Minded 


From the style standpoint, buying 
concentrated on fall. In fact, nearly 
everyone was “fall-minded.” How- 
ever, the show came in the midst of 
a sudden 90-degree heat wave. As a 
result, there was a flurry of buying 
of men’s perforated, some high- 
style women’s casuals and straws, a 
few children’s sandals and canvas 
types. 

Boot and bootie types did well in 
all categories—men’s, women’s and 
children’s. Women’s buying followed 
the predicted pattern and trends es- 
tablished at the larger shows. There 
was a sampling of the new oval toes, 
but volume concentrated on trimmed 
pumps with needle toes and slim 
heels. 

There was also good buying of 
high-fashion medium heels and a 
step-up in orders for walking shoes 
and tailored types. 

In men’s lines, there was a higher 
percentage of orders than last fall 
in the lightweight sport types. 
These are evidently becoming 12- 
month shoes in this area. There was 
also lively interest in a return to 
wing tips in grains and cordovans; 
in the new Velcro fastener, and pil- 
low cushion types in ties and slip- 
ons. Black-brown, hand staining in 
brown shoes, shag and rough type 
leathers and imitation alligators 
were buying factors. 

Nylon velvet appeared on the rise 
throughout the children’s lines in 
dress as well as sport and welt 
shoes, all the way down to infants. 
This included saddles and baseball 
shoes, and it was top seller in the 
dress styles. 
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Iowa Show Attracts 
Over 400 Merchants 


DES MOINES, IA.—Registration 
was heavy and buying was above 
normal levels at the Iowa Shoe 
Travelers’ fall showing early this 
month. 

Among the more than 400 buyers 
on hand, increased prices did not 
seem to affect purchases to any 
great degree. Retailers were princi- 
pally concerned with finding out how 
much more to expect in the way of 
increases. 

There was some switching of lines 
to avoid the increases. But price re- 
sistance, on the whole, was little. 

In women’s shoes, a new color, 
Potter’s Clay, proved a popular 
item. Greens were “good” but black 
was still tops for dress. Tapered 
toes were being accepted more and 
more by small town dealers, though 
these merchants still like the modi- 
fied toes. 

Boots loomed large in the fall pic- 
ture for both women and young 
girls. Patent and black nylon velvet 
for girls sold well. 

Black predominated in men’s and 
boys’ shoes with cordovan brown a 
close second. Loafers without straps 
and the “zipperless-zipper” shoe for 
boys was popular. 

At the show, a new feature was a 
hospitality room for retailers where 
coffee, doughnuts and soft drinks 
were served each day. It proved a 
big success and will be repeated. 


Increasing Imports May Lead 
To Higher Tariffs in Britain 


LONDON—British shoe manufac- 
turers, like their American counter- 
parts, are faced with increasing 
footwear imports. Now there are in- 
dications from Sir David Eccles, 
president of the Board of Trade, that 
tariffs on imported shoes may be 
raised. 

Shoes from Hong Kong and Italy 
are blamed for a severe pinch being 
felt by British producers. 

Imports rose from 17.5 million 
pairs in 1957 to 22.1 million pairs in 
1958. And figures for the first two 
months of 1959 suggest another 
large volume for this year. Biggest 
increases have been in imports of 
rubber-soled shoes, particularly from 
Hong Kong, Czechoslovakia, Hun- 
gary and Yugoslavia. 
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Price Curiosity Marks Atlanta Show 


Buyers—more than 2000 of them 
—went to the Southeastern show 
to find out just what is happen- 
ing price-wise. Buying was re- 
ported moderately good, but mer- 
chants were displaying caution. 


By ROBERT H. BROWN 


ATLANTA—From the big south- 
ern cities and from the village gen- 
eral stores throughout the Southeast, 
buyers came to the Southeastern 
Shoe Travelers’ Fall Show with one 
thing in mind: find out what’s hap- 
pening price-wise. 

As one dealer, operator of a gen- 
eral store in a crossroads community 
of South Carolina, put it: “This is 
my first show. I decided I would 
come down to see just what is hap- 
pening in the shoe business. I wanted 
to look over all the different lines,” 
explained the merchant, H. S. Reed, 
of Reed, Inc., North, S. C. 

Over 2000 buyers were on hand, 
according to Ruth Whatley, secre- 
tary of the travelers’ association. 
She had previously predicted the 
attendance figure as between 1800 
and 2000. 

Generally speaking, the buyers 
were not so much interested in styles 
for fall as in price. The halls of four 
hotels — the Henry Grady, Ansley, 
Piedmont and Peachtree-on-Peach- 
tree — were busy places and sample 
rooms were generally crowded. 


Shifting of Lines Seen 

Indications were that there may 
be some shifting of lines during the 
next few months, as buyers maneu- 
ver for better deals. One Florida 
merchant was making the rounds, 
saying that he is upgrading his 
stock, getting ready for higher 
prices. 

The big question: Will the public 
stand for higher prices? Dealers and 
suppliers alike were of the opinion 
that the public is going to get higher 
prices. But just where the retail 
structure will be set remained to be 
seen. Since this show is largely a 
popular price display, will a $12.95 
item sell for, say, $13.45? 

One buyer said he has already 
started adjusting his prices in order 


to get a reaction from his customers. 
Operator of a department in a popu- 
lar-price department store chain in 
the Carolinas, he pointed out that 
there has been very little dissension 
on the part of customers so far. He 
emphasized that his advertised prices 
are now higher for the same shoe 
than in small towns surrounding 
him. Yet he is selling shoes. 

“‘We may as well face it; we’re go- 
ing to have increases and they may 
not stop at the recently announced 
prices,” he said. 

“All I’ve heard since I’ve 
here is talk of price increases. No 
one likes them; I don’t either, but 
we're not facing a calamity. Busi- 
ness is good and as long as it con- 
tinues good, we’re going to sell and 
the average woman is not going to 
question the price too closely.” 

This buyer comes from a textile 
area where working conditions have 
not been too good in recent years 
due to cutbacks because of foreign 
imports. 


been 


Caution Is Apparent 

Displayers at the show reported 
moderately good buying, but caution 
was the word. Most of the orders 
were confined to the staple fall lines 
with suedes far, far in the lead. It’s 
going to be another fall for the 
points. Everyone had them and they 
were selling. Small town stores 
bought them during the show, some 
of them for the first time. 

“Looks like you’ve got to 
points if you’re going to be in busi- 
ness this fall,” said a buyer. In col- 
ors, it’s going to be the old standbys 
of brown and black. Colors were on 
the demand was only 


have 


display but 
moderate. 

The demand for the spool heel in 
12/8 continued gocd for the teenage 
trade. This also applied moderately 
in the 14/8 group, the outgrowth 
of a surge of buying of this item 
for spring and summer. 

Indicative of the desire to find out 
about prices was the show’s atten- 
dance. Sunday night, the showrooms 
generally were jammed. Usually Sun- 
day is somewhat of a slow day, with 
most buyers showing up Monday. 
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Buyers at Denver Shrug at Increases 


Retailers at the Mountain States 
show were accepting higher 
prices philosophically. And they 
were confident that consumers 
would react the same way. The 
fall outlook: business will be 
good. It’s that way now! 


By VIVIAN ANDERSON 


DENVER—Price increases to the 
contrary, the Denver Fall Shoe 
Show, sponsored by the Mountain 
States Shoe Travelers Association, 
turned into one of the most enthusi- 
astic and best buying shows in the 
association’s history. 

More than 400 retailers from 
Utah, New Mexico, Arizona, Wyo- 
ming, Montana, Kansas, Nebraska, 
Oklahoma and Colorado attended the 
show May 3-6 in the Albany Hotel. 

Several of the 80 salesmen—repre- 
senting three times that many lines 
— summed up the situation con- 
cisely: “Retailers have taken any 
price increases philosophically and 
believe their customers will react in 
the same way. Biggest factor in this 
shrug-of-the-shoulders attitude is the 
fact that retail business has been 
so good in the past six months and 
their belief that the fall season will 
be bigger than ever.” 

Big talk of the show centered 
about the flattened oval toe, lower 
and stacked heels, muted colors for 
fall and winter, the return of the 
trim understated styling, antiqued 
waxed leather finishes, the Velcro 
fastener in men’s, boys’ and women’s 
lines, washable nylon velvet in girls’ 
shoes, Deldi silk suedes for women, 
and the comeback of shearling in 
slippers and boots. Boots themselves, 
both for dressy and country wear for 
women and girls, were a major topic. 


More Fashion Lines 


Some lines reported a scramble as 
far as lower-priced shoes were con- 
cerned, as retailers bought into new 
lines to fill out their low-priced 
items. Fashion lines were more nu- 
merous than at previous shows, due 
to the earlier spring date. 

Moccasin and western boot lines 
reported the biggest business in 
many years as Colorado retailers 
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rushed to buy increased amounts for 
the state’s year-long centennial cele- 
bration, “Rush to the Rockies.” Chil- 
dren’s boot sales were exceptionally 
high as tourist attractions. 

A new item called the Roy Rogers 
boot, with an Eagle pattern repre- 
senting the Double R Bar brand, 
was particularly popular. 

Biggest back-to-school business 
ever written at a show here was re- 
ported by a number of salesmen and 
company executives. A demand was 
noted for boot-type shoes in flats, 
ankle-height and above ankle-height. 
The bulky sweater and tweedy look 
forecast for fall played an important 
role in the retailers’ buying pattern. 
Popular in this type of shoes, retail- 
ing in the Mountain States in the 
$10.95 and $11.95 range, were 
brushed leathers and plushes. Shearl- 
ing-lined over-the-stocking boots for 
after ski and stadium wear retail- 
ing for $13.95 and $14.95 were in 
demand. 

In boys’ shoes, black was still pre- 
dominant in slip-ons, in oxfords with 
Velcro fasteners, in two-eyelet ox- 
fords and boots. 

A popular item in one line was 
the new shag leather “Checkers,” 
with long light fibers worked into the 
leather, retailing at $11.95 and 
$12.95. Deerskin slippers retailing at 





Cuban Shoe Industry Will Be 
Built Up, Fidel Castro Says 

HAVANA, CUBA—Prime Minis- 
ter Fidel Castro has outlined plans 
for building up the Cuban shoe in- 
dustry. Extensive purchases of new 
machinery are planned. 

Dr. Castro has called for abolition 
of CRIC, the regulatory commission 
for the shoe industry. In its place 
he has directed the creation of a 
new commission, consisting of mem- 
bers from government, industry and 
labor. 

He complains that the old commis- 
sion acts like “a goat in a garden,” 
and urges the new commission to 
plan aggressively for the expansion 
of the Cuban shoe industry. The in- 
dustry has a brilliant future, he de- 
clared following a meeting with foot- 
wear manufacturers. 


$13.95 sold well for men, and college 
youths. Sold, too, were grained 
leather moccasin ties, two-eyelet 
fleece-lined chukka boots with over- 
lay tongue, as well as hemlock and 
black grain shoes. 

For growing girls, big interest 
was in the washable nylon velvet and 
leather saddle-type shoes fashioned 
with narrow toes and with white or 
black accents, and chestnut brown 
saddles, retailing at $8.95. For the 
teenagers, buying was heavy in heel 
shoes, “little inch” squat Queen Anne 
heels in blacks, autumn browns and 
some grays. 

Falling-off was noted in the de- 
mand for double-needle and triple- 
needle toes in favor of needle, modi- 
fied and flattened ovals. Very dressy 
shoes in high fashion lines still fa- 
vored extreme points and very thin 
heels up to 26/8 heights. Suede and 
calf were selling equally, with a 
strong interest continuing in lustres 
in autumn tones of amethyst, gray, 
brown-green and_ black. 


Tailored Shoes Sell 


Tailored shoes were selling better 
than in several seasons with a de- 
mand for 18/8, 17/8 and 14/8 heels. 
Stacked leather heels were shown in 
heights from 16/8 down to 9/8. 
There was some demand for slings. 
Muted browns were given the most 
concentration, but several retailers 
predicted autumn blue as a “sleeper.” 

A tremendous return for all types 
of closed wedges for fall was reported 
by several lines, as well as slip-lasted 
shoes with wedge-type outside heels. 

The return of long-hair electrified, 
all-sheep, shearling slippers for wo- 
men and girls in bright colors of tur- 
quoise and tigress and in sultana and 
black was a_ conversation piece. 
These, like an electrified shearling 
lace moccasin, in mouse brown, re- 
tail at $5.95. 

The Continental look, lightweight 
shoes and the flexibility now found in 
medium and heavyweight shoes were 
sales points in men’s lines. Smooth 
leathers, pillow embossed leather and 
soft grains were selling well. Black 
browns, java browns and cordovan 
tones were outselling black for men, 
60 to 40. 

Five hundred and fifty persons at- 
tended the Sunday noon luncheon in 
the grand ballroom, where dates for 
the next show (November 23-25) 
were announced by Keith Johnson, 
president. 
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LEATHER 


...for active little 
jumping jacks 
Parents with active little “jumping jacks’ — 
youngsters who play rough and rugged day in, day out— 
appreciate the value of sturdy, flexible leather in their 
children’s shoes. That's why they choose 
Vaisey-Bristol’s ‘‘Jumping-Jack’’ Seniors, famed 
for comfort, smart styling, long wear, top value. 
And, again, it's Rueping’s fine leather 


for that extra touch of quality. 


‘ 


America's Finest Fitting Shoes for Children P 


SHOES: Style No. 693 
Vaisey-Bristol Shoe Co. 
Monett, Missouri 


LEATHER: Rueping’s HIAWATHA 
No. 599 Cornsilk, and 

Rueping'’s KANKAKEE 

No. 800 White 


FINE LEATHER FOR FINE SHOES 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 
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Waterproof’ Shoes 
with Sylflex Leather 
Build More Traffic 


...1ncrease your average sales check, too! 


For the first time—a leather shoe that’s waterproof, yet still breathes. 
It gets men talking, builds traffic and makes profits because 
customers gladly pay more for shoes that offer this extra protection 
and comfort. But remember, no leather shoes can be 

promoted as waterproof unless the leather is SYLFLEX. 

Attract new customers and worthwhile volume by featuring waterproof 
shoes made of SYLFLEX leather. Available from: 


H. H. Brown Shoe Co. 

Cedar-Crest Shoe Co., Div. General Shoe Corporation 
Dunham Brothers Company 

International Shoe Company 

Sta-Dri Div., Ranger Boot & Shoe Mfg. Co., Inc. 


For details, write: Dow Corning Corporation, Midland, Mich. 


A leather shoe is waterproof only when it has all 3: 
ealed upper seams to prevent seepage. 


IZ) Vulcanized construction for watertight sole attachment. 


Look for this tag 
: when you buy... 
heh it’s your assurance 


» that shoes are 
P truly LC igelaelol m ® Dow Corning Silicone 


~ @ Keeps water out 
— and stil! breathes 
“sy 4 @ Makes shoes more 
" we a comfortapte to wear 
ha 


ui. x 
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by JOHN REILLY 


Editorial 





More on Prices 


NE of our more frequent correspondents, a manu- 


facturer, sends us a “peeve note” which he has 


just received from a customer. It is a classic of 
frankness. Because it speaks out so strongly and sincerely 
on a subject which is on so many merchants’ minds, we 
are paraphrasing it here. 

The letter is on the red hot subject, PRICES. Its writer 
is really burned up at price increases. He writes that he 
is “disgusted” too with the brainwashing which manu- 
facturers have given him during the past month trying 
to soften him up for the “price” kill. This last increase, 
he feels is the straw that will break the consumer’s back. 
“Today it’s leather,” but he asks, “What caused the other 
periodic price increases we’ve had in shoes during the 
past five years.” 

In order not to “bleed” the public, he says the retailer 
has been forced to absorb these price increases. He adds 
“you folks should get together and do something for the 
merchant besides raising prices or cutting quality.” 

He says that the majority of shoe retailers feel exactly 
as he does. 

This letter arrived at a most opportune time, just as 
the REcoRDER was compiling the returns of an opinion 
survey on price increases, their necessity and how the 
consumer will react to them. 

The initial results of the retailer phase of this survey 
indicate that merchants are about equally divided on the 
necessity for price increases at this time. Most retailers 
agree, however, that they are inevitable. Some offer 
the opinion that manufacturers have no choice but to 
raise their prices in face of higher leather costs. Others 
confess their complete inability to understand why the 
hide market has skyrocketed so. 

The majority of retailers feel that they will be forced 
into higher price brackets but contemplate no change in 
their resources to do so. This would seem to be a spon- 
taneous display of confidence in the merit of the brands 
they are selling. 

The number of retailers who feel that consumers will 
resist higher prices is slightly larger than those who think 
that they will be taken in stride. The vast majority how- 
ever indicate that they fear higher fall prices will reduce 
consumption. 

Retailers are almost unanimous in their opinion that 
downgrading is not the solution to the price problem. 

In light of the answers by retailers to our questionnaire, 
the writer of this letter of criticism would not seem to 
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be as typical of the great majority of retailers as he 
believes himself to be. However, his fear that the con- 
sumer will react unfavorably to price increases is typical 
of a large cross section of our merchant opinion. 

Fear often is a healthy thing. The merchant who has 
learned that increased dollat volume bought with fewer 
units ultimately means self-liquidation is a wiser mer- 
chant. But fear can lead to' another kind of self-liquida- 
tion. . 

Unreasoning, undue fear of adverse consumer reaction 
is in itself a destructive thing. For far too many years, 
too many merchants have been absorbing all, or part, of 
shoe price increases. They have done so because of the 
mistaken fear that increases cannot be passed on to con- 
sumers. The fact is too few have tried to do so. This 
has been a phobia“ with too many of our shoe manufac- 
turers as well. \ 

Because of its low rate of earnings, shoe business has 
won the questionable honor of*being labeled a “defensive” 
industry. The down trend in profit margins of even our 
better managed manufacturers in recent years offers am- 
ple evidence of this defensiveness. The 1.82 per cent 
profit on sales with which Dunn & Bradstreet credits 107 
manufacturers of men’s, women’s and children’s shoes 
speaks eloquently on this subject. In such a figure, cer- 
tainly, there is no evidence of get-rich-quick profiteering. 
The slightly better, but still not good, 2.07 per cent which 
Dunn & Bradstreet credits to 162 retailers of women’s 
and children’s shoes is no proud record either. 

Judged by the Bureau of Labor Statistics, Consumer 
Price Index shoes have increased from 116.1 in March °54 
to 132 in March °59 over the base years *47-'49 equalling 
100. For the same five-year period, the overall consumer 
price index rose from 114.8 to 123.7. But as we have 
pointed out so often, the BLS Index for shoes is figured 
on a limited number of types, preponderantly leather 
footwear. It does not truly reflect the broad range of shoe 
styles the public buys in volume. 

BLS has an index for wages for factory workers which 
uses the same 1947 to “49 base year period. It shows that 
hourly earnings of factory workers, excluding overtime, 
have increased far more rapidly than shoe prices. In 
March, 1954, the wage index stood at 135.9. As of Feb- 
ruary last the index had 166.1. 
capability to buy, obviously, has more than kept pace 
with the increased cost of shoes during the past five years. 

(CONTINUED ON PAGE 71) 
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A.C LAWRENCE LEATHER CoO. 


Tan NING... . experience and imagination 


A. C. Lawrence Leather Company has over 100 years of tanning 


experience. This experience, accumula 
plus the jmagina 


ted by working closely with 


tion of Lawrence craftsmen 


its many customers, ' 
tanning. Shearling 


has produced many notable “firsts” in the art of 


is such an achievement. 

Lawrence was first to tan Shearlin 
tanning knowledge and daring imagination, Lawrence literally 
changed Shearling from a strictly utilitarian lining with little sales 
appeal to the desirable, versatile product it is today. 


g. Through its complete 


This kind of progress is typical of A.C. Lawrence's flexible, crea- 
tive approach to tanning. Whether the leather be Calfskin, side 
leather, Shearling or sole leather, Lawrence draws on its wide 
variety of resources throughout the world to meet its customers’ 
requirements and the markets’ demands — with imagination. 

Here’s how the Lawrence talent for tanning looks — and sells 


in Shearling . . . 


rence eaieeatt CAS 
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The Authentic Source 


of Fine Leather 


LAWRENCE SHEARLING Wool on Leather 


Lawrence Shearling has the qual. 
ities that sell — a natural combina. 
tion of leather and wool made more 
appealing through Lawrence color. 
magic and tanning skills. Use 
Lawrence Shearling — there’s more 
beauty in it for your customers _ 
more money in it for you. A. C. 
Lawrence Leather Co., a division of 


Swift & Company (Inc.), Peabody, Mass 


Polarlamb Slipper Boot — a 
warm and wonderful boot for 
after skiing or just plain loung- 
ing. Soft white Polarlamb’s tex- 
tured exterior is practical 
enough to step outside. 


Powder Puff Scuff —- adds the 
feminine glamour of a fluffy color- 
ful powder puff to the friendly 
warmth of this 1-inch Shearling 
lamb in soft pastels and gay bril- 
liant colors. 





Parakeet Fireside Boot - 
the soft colorful suede back 
of Parakeet’s snow white 
Shearling lamb fashions a 
newsworthy hearthside boot 
with wrap-over closing. 





THE BETTER PART OF BETTER SLIPPERS 


¥ 
“WOOL on LeatHeR: » 


May 15, !959 





This isn’t just a Link... 


it’s a Master Connection! 


As this link connects and holds ships to docks; 
a tow of logs to a tug boat...so do HEYDAYS become 
the Master Connection between more SALES 
and more PROFITS—and HOLDS them to you. 
It does it with new and original shoes like 


the Cozy illustrated here. 


Stocked 4 ways: 

*C.V.—Black *C.V.—Olive 

*C.V.—Red. Napoli—Rich Olive. 
*Cuoio Vecchio—the softest leather that 
ever gloved a foot. 


HEYDAYS SHOES INC. *© 2032 LOCUST STREET * SAINT LOUIS, MISSOURI 
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AIC of the 


ASHER F. MARGOLIES,  superin- 
tendent of operating service at Macy’s, 
New York, outlined his store’s “sim- 
plified selling concept,” recently. He 
said: “Dynamic merchandising which 
produces improved net profits is as 
dependent upon merchandise presen- 
tation as upon merchandise selection. 
In an era of changing modes and pat- 
terns of living, changing methods of 
distribution of goods, the skill a store 
uses in improved presentation of mer- 
chandise will reflect its ability to pro- 
duce more volume . . . more profitable 
volume. 














“With an eye toward increasing the 
profit margin, there are effective sim- 
plified selling techniques which have 
been developed. Others can be tailor- 
made to the sales objectives of any 
selling department. They are: ‘Better 
merchandise exposure, creating better 
buy-appeal and inviting customers to 
select or pre-select merchandise.’ 
“More appealing ‘point-of-sale’ and 
improved assortment displays. 

“More productive selling services . . . 
flexibly adjusting to the consumer 
buying demand and increasing the 
sales per labor hour. . . . 

“By design, simplified selling is geared 
to attract, accommodate and service 
the maximum number of customers 
with a maximum amount of profit. It 
is more important than ever before 
that the sales force be equipped with 
merchandise knowledge and selling 
skill. Be sure that your selling force 
does not get the concept that simplified 
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[rade 


selling means ‘self-service’ and that 
this means no service.” 


* * * 


“Fashion is still the strongest buying 
motivation in women’s shoes . . . and 
it keeps growing in importance each 
season,” says PHILIP SHERIDAN, 
manager of the women’s shoe depart- 
ment at Gladding’s in Providence, 
Rt. I. “The alert buyer,” he continues, 
“must be constantly aware of fashion 
trends. Color has done so much for 
the fashion shoe business, particularly 
this spring, that we would be very 
shortsighted indeed to fall back upon 
black and brown for fall. The right 
colors for fall will be as stimulating 
then as the right spring colors are 
now. 

“The slender pointed look in women’s 
shoes is still big fashion news and is 
by no means diminishing or chang- 
ing. Perhaps the emphasis is more 
on the single needle than on the 
double needle but it is still the fashion 
news. 

“We are all concerned about increas- 
ing leather and shoe prices; and we 
are convinced that shoe manufactur- 
ers are doing a wonderful job in hold- 
ing prices to what are still compara- 
tively good values. I have always felt 
that women’s fashion shoes are one 
of the best values because of the ma- 
terials and production facilities in- 
volved and because there are two sepa- 
rate items in each pair. It is the only 
major piece of women’s apparel that 
involves production of two items to 
make one sale.” 


* * * 


DAVID L. YUNICH, president of L. 
Bamberger’s, Newark, N. J., in a semi- 
nar session developed by the National 
Retail Merchants Association’s Com- 
mittee on Careers in Retailing, told 
students and retailers: “Retailing has 
never been more exciting, more stimu- 
lating or more challenging than it is 


BOOT annSHOE 
RECORDER 


today. It is definitely not a static or 
staid business. Rather, it is a con- 
stantly pulsating and changing busi- 
ness . . . changing daily as a result of 
changing customer desires . . . 


new techniques 


new 
merchandise items... 


for selling goods. It is highly com- 
petitive, with a constant challenge 
brought about by a daily need to have 
the right goods at the right price in 
the right quantity at the right place 
at the right time. 

“It is a young person’s business, or 
certainly, a business for the ‘young 
at heart’ who are full of new ideas and 
new plans . . . who have fresh vision, 
imagination and the boldness to be 
different. There is a premium on per- 
sonality, energy and ambition and 
each individual is handsomely re- 
warded in direct proportion to his 
individual contributions. 

“Retailing is the key to consump- 
tion and merchants have a great re- 
spect for the consumer. They have 
learned that the customer may not 
always be right, but he is always neces- 
sary. Industry in total has come to 
know that retail activity as a measure 
of consumption is, therefore, a most 
significant barometer of overall busi- 
ness conditions. 

“The retailer exists to serve the con- 
sumer and the skill with which we in 
retailing can satisfy the consumer is 
the secret of full employment and 
America’s enjoyment of a better way 
of life.” 

* ~ * 

“In the space of a few brief months, 
the cost basis of our industry has been 
transformed by violent price fluctua- 
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tions,” RALPH H. EWE, president of 
the Tanners Council stated, at their 
spring meeting in Palm Beach. “With- 
in a few months,” he continued, “we 
have witnessed the impact of major 
changes such as other industries have 
absorbed over several years. We are 
suddenly confronted, therefore, with 
the need for a substantial readjustment 
in the entire structure of leather and 
leather product prices. 

“As tanners, we have no alternative. 
We either practice replacement or lose 
our capital. If there were huge inven- 
tories of leather or shoes and other 
leather products, perhaps the full force 
of the necessary change could be 
cushioned. We know, however, that 
stocks are modest. The fear of reces- 
sion in 1957 and °58 was an effective 
restraint upon any kind of inventory 
accumulation. Consequently, costs and 
prices have to be brought into line as 
quickly as possible. In that respect, 
replacement is just as essential to our 
customers and to their customers as it 
is to us. 

“Whatever the course of events in 
the coming months, every level of pro- 
duction and distribution, from the 
tanner forward, must gear its opera- 
tions to replacement. I am aware of 
the long-range dangers. We shall have 
to cope with the danger of substitution 
and the risks of uncertainty. However, 
despite the risks that lie head, no one 
can afford to go broke in the mean- 
time. The first obligation of every 
company, every industry is to pre- 
serve its capital.” 


* * * 


“A very substantial increase in the 
sale of men’s shoes could be realized 
if men could be made more aware of 
the right shoe for the right occasion,” 
says LOUIS A. LEVY, manager of the 
shoe department at Hillhouse Ltd. in 
Providence, R. I. 

“Our department is located in a 
men’s store featuring a complete va- 
“and 
we have noticed that men select almost 
every item of apparel for a definite 
wardrobe except their shoes. They 
buy shirts, ties, hats, suits and slacks 
with a fairly definite aim. But shoes 
are generally left out of this wardrobe 
picture. This happens day after day.” 


riety of apparel,” he continues, 
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Profile.... 


by ESTELLE G. ANDERSON 





JAMES and AGNES HASELTON 


N this profile, we deviate just a bit from the usual pattern that has 
prevailed in the series. We are putting the emphasis on a store, as well 
as the personalities who own it. 

We are all familiar with the D.A.R.—Daughters of the American Revo- 
lution; and the S$.0.L.—Sons of Liberty. They immediately conjure up 
thoughts of the American Revolution, along with the connotation of carry- 
ing on the tradition of the patriots and founders of our country. Now, we 
take the liberty of adding the S.A.R.—Store of the American Revolution. 
Thos. F. Peirce & Son of Providence, Rhode Island, warrants this special 
recognition, for it antedates the Revolution and is rife with historical as 
well as social significance. 

It all began on June 12, 1767, when Jacob Peirce moved from Plainfield, 
Connecticut, and settled in Providence, Rhode Island. He opened a shoe 
store on Westminster Street . . . in what is now the very heart of the down- 
town retail shopping center. In those early years he imported many high- 
priced shoes from England. Newspapers of the time frequently carried 
Peirce ads that mentioned receiving “large quantities of first class shoes 
imported from England, via Boston.” 

There have been comparatively few moves during the past 192 years. 
Even as we write those numerals, we are impressed with the longevity and 
continuity of a retail operation that has been maintained through two 
centuries. Think of the volumes that could be written about the style 
changes and cycles . . . the price fluctuations . . . the changing face of our 
country. 

However, since we are not historians, we had best get on with the 
profile. In 1854, the store was moved to the Arcade in the lower downtown 
area; and in 1893, it was shifted again. This time to the corner of Dor- 
rance and Westminster Streets—into one of the largest shoe stores in the 
state. In this location, it grew, both in size and prestige, until the 1938 
hurricane floods brought thirteen feet of mucky water to the downtown 
Providence center. The Peirce store, along with the other shops, suffered 
great loss. (CONTINUED ON PAGE 80) 
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Back to Work With 


Attractive lightweight 
coat in tobacco-colored 
English worsted, from 
the Ben Gershel Spring 
1959 collection, de- 
signed by Robert Knox. 
Photograph courtesy 
Couture Group, New 
York Dress Institute. 


Ruffled tongue femi- 
nine touch on 13/8 
heel stepin, from Wol- 
felt-Goldstein. 


Oval toe stepin on 
12/8 keg-shaped heel, 


from Mannequins. 


VERYONE knows the letdown feeling when va- 
cations are over and it’s time to return to the 
typewriter or meeting the 5:15. Something new 

to wear—new shoes, a new hat, a new dress—is one 
way to put a little zest into these first days back in 
the work-a-day world. 

What is even more important, for you, is that it is 
also a way to put new interest into your department. 
Here is a new angle for selling smart lower heel 
women’s shoes. The type that you may have pro- 
moted earlier as a walking shoe can now become the 
Back-on-the-Job shoe. There are so many attractive 
styles in this category today that you are sure to have 
bought some for early fall or transition business. 

They can very well be called “transition” styles for 
two reasons. They will bridge the period between the 
last days of summer and the first days of fall—just as 
transition styles in both shoes and clothes have been 
doing for several years past. They will also help a 
woman to make the change from summer holiday life 
to fall and winter working days. And they will help 
her to make the shift on attractive, comfortably bal- 
anced feet. 

The styles shown here, you will notice, do not in- 


Lower heels—with strong emphasis 
on 15/8 and even lower—have come 
into their own this fall and there 
are many ways to promote 

them. They are perfect 

travel shoes, good town 

walking types and now we 

suggest them as back-on- 

the job styles. 


eM odified tapered toe 
pump on 14/8 heel, 
Pan-American Modes. 


Curved 12/8 heel on 
pump in fine pigskin, 
from Customcraft. 





-.. Mer Best Foot Forward 


by ELEANOR M. RUTTY 


School and college girls are given a big send-off—in clothes and shoes— 
in the fall. Why shouldn’t other wo- 
in special promotions of special shoes? 


when they start back to “work” 
men be given the same attention 


clude flat heels, moccasins, saddles, wedges—all the 
styles that you will see at the supermarket, around 
the house and in the garden. These are the faithful 
perennials that go on and on and are the perfect shoes 
for young and older homemakers. The styles sketched 
here have the new look of smart new heel heights and 
lasts, attractive new leathers and detailing. 

In back-to-work shoes you have an attractive promo- 
tion angle for selling early fall shoes. To the woman 
who buys one or two pairs of fall-winter shoes and 
expects to wear them right through into spring, this 
may very well be an extra pair. However, once she 
forms the habit of buying an early pair of fall shoes, 
she may develop into a customer who recognizes that 
there are more than three shopping seasons for her— 
fall-winter, spring and summer. 

The shoes we show here have another strong selling 
appeal. Smart looking as they are, they also emphasize 
comfort in low, more solid heels, soft leathers, modified 
toe characters in a number of instances. The most 
successful selling “gimmick” that will ever be devised, 
we believe, consists in store shelves lined with shoes 
that are designed to fit and give continuous comfort. 
Along with these, of course, there must be men—and 


women—at the fitting stools who are both conscientious 
and experienced in their very important work. 

So, we say, put out your best styles on low-to- 
medium heels, show them in new fall tans, beiges, 
grays and greens, maybe blues and reds, in two-way 
suedes, fine grains, smooth finishes and plushy leathers. 
You will gladden your customers’ hearts and put new 


spring in their steps. 


Reflecting the new 
mannish influence, one- 
eyelet toe on 8/8 gen- 
uine leather heel and 
extension sole with 
wheeled edge, from 


Cardone & Baker. 


ie 

* Comfort combined with 
style in black suede tie, 
a Drew shoe. 


Genuine stacked heel, 
18/8, dainty leather 
vamp lacing, from 
Avonettes. 





Key retailers and manufacturers, replying to 
a Boor AnD SHOE RECORDER questionnaire, 
expect increased costs and prices to have major 


PRICES 





effects on the entire shoe industry. 


What Retailers Think: 


QUESTIONNAIRE sent out by Boot anp SHOE 

RECORDER unearthed signs of widespread resent- 

ment among retailers faced with paying higher 
prices for the shoes they sell. 

Distributed throughout the country, the RECORDER 
questionnaire found retailers’ resentments high and rising. 
They are nourished by: 

Foreboding over the reaction of consumers, not yet 
awakened to the changes in shoe prices. 

An expected drop in overall shoe consumption. 

A bone-deep feeling that, somehow, such drastic in- 


creases could have been avoided. 
Changes in Selling Patterns 


Too, increasing numbers of retailers are being pressed 
to consider changes in selling patterns sanctified by years 
of success. That such changes are not made lightly goes 
without saying. 

But so profound is the pressure to make conforming 
adjustments in the wake of the increases that many will 


do so, however reluctantly. In fact, a realignment 


throughout the entire shoe retailing field is the likely 
result. 
Doubis on Higher Prices 

A total of 23 per cent of the retailers responding to the 
RECORDER questionnaire said they doubted their ability 
to ride ballooning prices into a higher selling bracket. 
Moreover, 45 per cent said they could hold their present 
bracket only by eliminating the higher prices and adding 
new lines in the lower prices. 

In garnishing their replies to these questions, retailers 
said: “We'll try to maintain our quality, but some fancy 
patterns will have to go,” and, “In the brand names we 
carry, we will follow the market with the recommended 
selling price.” 

In the more critical area of retailer-manufacturer rela- 
tions it would seem that manufacturers command con- 
siderable loyalty. Fully 70 per cent of the retailers said 
they plan to ride out the pricing crises with their present 
resources. Another 12 per cent made threatening noises 

(CONTINUED ON PAGE 70) 





What Manutacturers Think: 


HOE manufacturers are girding themselves for 

changes in long-established patterns of manufac- 

turing and selling. Triggered by increased costs 
passed on to retailers in the form of price increases, the 
changes are likely to include: 

A major slash in shoe buying at both the retailer 
and consumer levels. 

Widespread downgrading of quality. 

Some loss in retail accounts. 

A vastly increased use of synthetic or non-leather 
shoe materials. 

These stark facts are not conjecture on the part of 
BooT AND SHOE RECORDER writers. They are the first 
tabulations of the results of a questionnaire just circu- 
lated among major manufacturers by the RECORDER. 

As indicated by the questionnaire, management fully 
expects the current cycle of price increases to have a 
major impact on the industry. Of the price increases 
themselves, there is total confirmation. 


93 Per Cent Have Raised Prices 
Fully 93 per cent of manufacturers responding said 
they had already raised prices on their fall shoes. The 
increases ranged from a low of 3 per cent to a high of 
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20 per cent. The average rise was 6 per cent. 

Manufacturers reported that the response from retailers 
has been swift; 30 per cent are not buying as heavily 
as they have in the past. Moreover, in the future, manu- 
facturers predict the percentage of those not buying as 
heavily will mount to 44.5 per cent. 

What about the consumer? Manufacturers think a 
third of all U. S. shoe consumers will reduce their annual 
number of purchases. The reduction may not be sig- 
nificant—at least to the consumer—but if several million 
persons buy one less pair per annum the difference will 
speedily be transmitted to the producers’ profit and loss 
statements. 


85 Per Cent Expect Downgrading 
An overwhelming proportion of manufacturers—85 per 
cent—expects to see some downgrading as a direct result 
of their increased costs. As might be expected, many are 
looking to synthetics and non-leather materials with 
increased interest. A total of 37 per cent of manufac- 
turers said they are giving serious consideration to the 
use of such materials as a hedge against high leather 
prices. 
(CONTINUED ON PAGE 70) 
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saleSmen S 
| pets 
Town & Country Shoes 
in fabulous NYLOVEL® 


Again, TOWN & COUNTRY 
SHOES sets a trend...a col- 
lection on all heel heights for 
next season in NyloVel... 
100% Nylon Velvet. 


NyloVel is the outstanding 
new material for women's 
shoes because it stands up 
remarkably in service; always 
looks luxurious, richly color- T &C’s BEST BEAU 
ful and appealing. This won- 
derful nylon velvet, created 
by MARTIN specially for 
shoes, is highly durable; scuff 
and soil resistant, and easily 


cleaned. Everyone loves it! 
T &C’s LIGHT TOUCH 


ON 


FABRICS CORPORATI 
48 West 38th Street New York 18, N. Y. 
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Youd Neco 2 08 3 SQUARE MILES 


OF CARPETING 
TO MAKE ROOM FOR ALL THE MEN WHO 
KNOW ABOUT Moc-ABouTS! 


THATS WHAT IT WOULD TAKE TO PROVIDE STANDING 
SPACE FORALL THE MEN MOC-ABOUTS SELLS FOR 
YOU ‘ROUND THE CALENDAR, THROUGH ONE OF THE 44 
LARGEST NATIONAL PROMOTIONS IN THE FIELD, 
MOC-ABOUTS RUNS ANEW AD EVERY MONTH Aj! 

-IN ESQUIRE, ARGOSY AND PLAYBoy. AND ! Pe 
THAT MEANS 4 OUT OF EVERY 6 MEN IN rr 
YOUR TOWN HAVE THE MOC-ABOUTS STORY |7 Ltn 
BROUGHT STRAIGHT TO THEIR DOORS -IN Bhi | i} i, 
ORDER TO BRINGEM STRAIGHT TO YOUR STORE! 





























LADIES ONCE LIKED TO BE = 
i 


ESOL ED, 


ABOUT THE SIZE 
OF THEIR FEET! 


BETWEEN ISIOAND 1920 


A TINY SHOE SIZE WAS a me 4. ) | OU BETTER BUYA 
THE FASHION RAGE. SO TO 3 ‘ 


SELL SHOES TO WOMEN nal is ef ; 
WITH AVERAGE FEET, SOME “a A sh/P 


RETAILERS HADTOHAVE \f : 
THEIR SHOE SIZES i \ Fee 4 SIZE STICK 
MARKED IN CODE! PRA 7\\ : | 
AMERICAN MENS FEET /) 
ARE GETTINGLARGER , 
AT THE AVERAGE RATE 
OF ALMOST A FULL SIZE 
EVERY ZO YEARS! 


"oe" AMARA Poors 


PERFECT PAIR FOR. THE CAMPUS MAN IN YOUR CHAIR 


WHEN THE YOUNG MEN IN YOUR AREA HEAD BACK TO CRACK. THE 
BOOKS THIS FALL, HERE’S THE SHOE TO CRACK YOUR FALL FOOTWEAR 
SALES RECORD. AND THEY'RE GOING TO READ ABOUT MOC-ABOUTS 
SAHARA BOOT IN ONE OF THEIR FAVORITE PLACES-THE PAGES OF 
TRUE MAGAZINE , AUGUST ISSUE. WHY NOT JOIN ‘EM AND SELL’EM? 


Moc-Abouts $5.95-8.95 
WOULD YOU BELIEVE IT® NASHUA FOOTWEAR CORP., 250 CANAL ST., LAWRENCE, MASS 
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Marketing 





Market Data 


and How to Gather It .. . 


NSMA Research Institute shows manufacturing group how to 


obtain data and apply it to 


or woman’s outfit and are the starting point 
for a wardrobe.” 

So spoke Psychologist Charles Winick as he disclosed 
a promising new approach into consumer shoe selection 
at the first Marketing Research Institute of the National 
Shoe Manufacturers Association. 

Weli attended by top management personnel, the Insti- 
tute generated information on how to build and operate 
a marketing program worthy of deep and continued 
reflection by manufacturing management throughout the 


i . HOES are of vital importance to an entire man’s 


industry. 

Speakers at the Institute, held April 15 to 17 at New 
York City, were top-drawer consultants from industry and 
the universities. Prof. Winick is a professor of research 
at Columbia University. 

In his talk entitled, “The Psychological and Social 
Aspects of Footwear.” Prof Winick said, “In forming an 
impression of a person, the most important article of 
clothing is footwear. 

“This is true especially in the higher economic scale. 
Even the least sophisticated consumer has clear-cut ideas 
on the kind of person likely to wear a certain type of 
footwear. This is, however, more true of women than 
men. 

“The consumer has a clear-cut association between price 
and quality. Consumers have a sharp image of the brands 
of shoes but not so clear for clothing. They also have a 
very definite image of a shoe style. 

“All these things make for an ideal situation for mar- 
keting research. 

“In their shopping habits, women look for the shoe to 


CHARLES WINICK DONALD C. McVAY CHARLES W. SMITH 
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shoe merchandising problems 


tie their costume together. If the apparel can be con- 
sidered the parenthesis, the shoes are the period. Women 
cannot control how their legs look, but they have some 
control over how their foot looks, hence, the great im- 
portance of wearing the right shoe.” 

In advising shoe executives to gear sales reporting to 
company goals and objectives, Donald C. McVay, Jr., 
Associate, McKinsey & Co., management consultants, said, 
“So many sales reporting plans are a mass of uncoordi- 
nated, unintegrated, unrelated detail with no distinction 
between the important and the unimportant. 

“They are not directed to specific purposes to be 
achieved by the company. Much too much information 
moves too far up in the organization to people who do 
not need it. Many reports are becoming ‘slaves’ to what 
a machine can do. Some information always comes too 
late.” 

Charles W. Smith, senior consultant, McKinsey & Co., 
provided three basic steps in appraising a sales analysis 
system. 

(1) Define the information needs that must be satisfied. 

(2) Identify the available information sources and 
uses to which each can be put. 

(3) Determine who should have responsibility for 
developing the needed facts and who should be responsi- 
ble for using them. 

Methods of controlling distribution costs to increase 
selling power and profits were described by Gregory M. 
Boni, partner, Touche, Niven, Bailey & Smart, manage- 
ment consultants. 

(CONTINED ON PAGE 61) 
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New Hahn Store Planned for 


AST SERVICE was the guiding principle behind 

the layout of the William Hahn & Company store 

recently opened in the Prince Georges Shopping 
Center, near Washington, D. C. 

The store is long and narrow with all fitting chairs near 

the stock for their respective sections. One entire wall is 


glass, giving the interior brilliant daylight illumination. 


The interior is also completely visible to passers-by from 
the outside. 
The principle behind the arrangement of the store was 





fast service, not self-service, but impulse buying and pre- 
selection are encouraged. Displays are all on open shelves 
for easy customer access. 

On the outside glass wall of the store are set at regular 
intervals large, square white marble slabs with gold metal 
trim. On the inside, these slabs become open shadow box 
type displays with adjustable shelves, containing styles 
from the adjoining area. In between these displays are 
additional open display shelves. The display facilities are 
simple and easily maintained but very effective. Aisle 


Looking down 
the store from 
inside the front 
entrance. Shadow 
box displays are 
on the inside of 
decorative white 
marble slabs set 
in the glass wall. 
Display shelves 
between the 
shadow boxes are 
adjustable. 
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The store is long and narrow so that all seats are near the stock for their respec- 


tive sections. Impulse buying and pre-selection are encouraged by open displays. 


Left: the Hahn store from the front and side, 
showing the main display windows and the 
large white marble slabs set in the glass outer 
wall. An overhanging canopy runs the full 
length of the store. 


displays and counters are of white formica with brass 
plated aluminum trim. 

The store area is separated from the stock by high 
partitions against which are mounted full length illumi- 
nated mirrors. These partition walls are covered with 
Victrex fabric, a material which has the appearance of 
woven grass. The color scheme is green-gold in the front 


Fast Service. . 


section, suede brown in the men’s section in the rear and 
white with gold thread running through it in the middle, 
accessory, section. 

The store’s ceiling is white acoustical tile and illumi- 
nated glass. Lighting is a combination of fluorescent 
tubes under glass over the fitting areas and incandescent 
punch lights over the display areas. 

The floor is black and white terrazzo in the aisles with 
carpeting in the fitting sections. Carpeting in the women’s 

(CONTINUED ON PAGE 81) 


Looking through the front entrance and showing 
the long, narrow shape of the store. 


An island display in the accessory section. These 
displays are of white formica with brass trim. 
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Functional Footwear 


Functional footwear is the outgrowth of 32 years of concentrated research. Seven 
million pairs have been sold in the U. S. and Europe. Having passed this market 
testing stage, functional footwear is ready to be launched on an open-to-all scale. 


6G UNCTIONAL footwear” is a new term destined 
to become an important part of shoe business. 
Functional footwear is based on a revolutionary 
new concept in last design. It will have major influence 
on the improved fit and performance of the shoe, and on 
the functional well-being of the foot in the shoe. 

This is a genuine scientific development. And what has 
resulted is a “scientifically engineered” shoe believed to 
be the first to conform to the true structural design and 
functional pattern of the foot. 

Very importantly, however, this isn’t a “medical” or 
“corrective” type of shoe. It’s not a “gimmicked” shoe. 

The “engineering” is incorporated in the last and inside 
the shoe, imperceptible to the eye, but noticeable in the 
functional performance of the foot and shoe.-In fact, it’s 
just about impossible for the eye to distinguish between 
a functional and conventional shoe of the same style or 
pattern. (See Figure 1.) 


1. Can you tell them apart? The two shoes in the front row are 
made over functional lasts. The two shoes in the back row are of 
corresponding patterns, but made over conventional lasts. 


Functional footwear is the outgrowth of 32 years of 
concentrated research on gait and foot function in rela- 
tion to lasts and shoes. This research has been conducted 
at the University of Rochester’s (N. Y.) Gait Laboratory, 
world-renowned for its original work and scientific con- 
tributions on the subject of the active foot. 

This long-term research has been directed by Dr. R. 
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Plato Schwartz and Arthur L. Heath, B. S., regarded as 
perhaps the world’s foremost authorities on human gait. 
Dr. Schwartz, for many years Professor of Orthopedics 
at the School of Medicine, University of Rochester, has 
devoted a long time to the study of feet and gait, as has 
his lifetime colleague, Arthur Heath. This research team 
has been responsible for perhaps the most extensive and 
productive scientific work ever achieved on the subject 
of feet, lasts and shoes. 

Functional footwear, while still relatively new to the 
the 
rigorous test of all: wear and acceptance at the consumer 


shoe industry, has undergone and passed most 


level. This includes men’s, women’s and children’s shoes. 
Over six million pairs of these shoes have been made and 
sold in the U. S. and Canada, and nearly one million pairs 
in several European countries. Having now passed this 
“market testing” stage, functional footwear is ready to be 
launched on an open-to-all scale. 

States Charles Johnson, Jr., who until his recent retire- 
ment headed the Endicott Johnson shoe empire, which 
was the first to incorporate functional principles in its 
“Guide Step” line: “We have every reason to believe 
implicitly in this new type of shoe. We believe it is going 
to make a genuine contribution to the foot health of the 
nation. It should open a new perspective in last design 
and shoe performance for the entire industry.” 


The Functional Last 


Paul Jones of Jones & Vining Last Co., known as the 
dean of the last industry, has declared of the Rochester 
work, “They’ve taken the priceless, practiced eye of the 
last model maker and greatly improved on it by getting 
it down to precise measurement. They’re fortified the 
valued ingredient of experience with the impartial factors 
of science.” 

There are several significant features which make the 
functional last and shoe quite different from conventional 
lasts and shoes. 

1) The heel has a unique cup-like shape. This has a 
pre-determined scientific design based on the proven fact 
that pronation is natural (though not healthy) in almost 
all feet. 

2) The bottom of the ball area is, unlike most lasts, 
relatively flat. This has a scientific basis, as will be seen 
shortly. 

3) The cone of the last (corresponding to the instep of 
the foot) angles toward the inner border—the same as 
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on a normal foot. In most lasts, the cone is more nearly 
centered. 

4) The functional last is theoretically “sliced” into 19 
cross-sections, from back of heel to tip of toe. This 
method of measurement is a radical departure from con- 
ventional last measurements. But it has a scientific plan, 
results in improved fit and balanced function of the foot 
within the shoe. 

5) A special wedge-like inlay is used in the shoe, 
extending all the way from the back of the heel to the 
head of the first metatarsal (joint of the big toe) along 
the inner border. 


(C), each 


inside 


and conventional shoe 
A 3/16 in. 
wedge has been added to the heel of the conventional shoe in an effort 


2. A functional shoe, left (F), 
worn by the same 81-year-old girl for 4 months. 
to correct pronation, but without success, as revealed by (1) dis- 
tortion of the inside counter and (2) distortion of the inside quarter 
topline. Note absence of these distortions in the functional shoe, which 
confirms the effectiveness of functional design in protecting foot and 
shoe against pronation. 


Now, it may be assumed that some of these features 
aren’t new. For example, various makes of shoes have a 
cup-shaped heel; or, others have a built-in inside wedge. 
But there’s absolutely no relation of these features to 
those in the functional last or shoe. As the Laboratory 
studies show, the mere cupping of a heel, or arch wedging, 
The functional last consists of a 
formula of features, all working together. And _ this 
“formula” of features must be based upon known func- 
tional principles of the foot in action. Otherwise it’s the 
same as “flying blind.” 

It’s very important to emphasize that the new functional 
last isn’t based on gadgetry or theory, but on scientifically 
established principles of foot shape and function. The 
Laboratory has uncovered many new findings about the 
human foot in action. These findings, according to the 
Laboratory, have required a new approach to the design 
of our shoes and lasts. And, above all, a scientific ap- 


is usually ineffectual. 


proach. 

Now, what do these “functional principles” mean, from 
a practical standpoint, to the foot and shoe? States the 
Laboratory, “No one shoe will fit all feet. But one set of 
principles incorporated in shoes can fit all structurally 
normal feet.” 

An outstanding advantage of the functional shoe is 
that in all of the constantly changing positions that the 
foot assumes with each step, the foot is controlled. Thus 
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the foot always functions in the most efficient position, 
with minimum strain or effort. Most shoemen assume 
that this applies to any well-fitted shoe. According to 
Laboratory studies and records, this isn’t usually so. Most 
conventional shoes fall short to some degree. 

The reason, says the Laboratory, is that conventional 
shoes (and lasts) are designed on the basis of the static 
or resting foot—but not on the basis of the functional 
or active foot. This is a very important distinction. The 
end result is two different patterns of design. But when we 
think of shoe performance we have to think of shoe 
junction. Hence the reason and necessity for use of 
functional shoe principles. 

The Laboratory advances a challenging idea. There 
are two kinds of fit required to assure the best relation- 
ship between the foot and shoe. There is “static” (foot- 
at-rest) fit—the regular length-width fit used for last 
measurements and in shoe stores. And there is functional 
fit—or the way the foot is allowed to work inside the shoe. 

Now, says the Laboratory, having good static or length- 
width fit does not mean that you automatically have good 
functional fit. To achieve the latter requires special last 
design. 

This is just the opposite approach to that so long prac- 
ticed by the average shoeman, who has felt that “proper 
fit” comes first, and that efficient foot function will simply 
take care of itself. But, asks the Laboratory, how can 
we know whether foot function is taking care of itself 
until we first have scientifically established facts about 
foot function? And where, in or out of the shoe industry, 
are these facts? So, says the Laboratory, what the shoe- 
man means by “proper fit” refers only to rather loose 
and variable length-width characteristics. Until now, the 
shoeman has had no way of knowing what has been 
needed to obtain the all-important functional fit in a shoe. 

Over the years the Laboratory has collected a vast 
variety of lasts and shoes, all claiming to be structurally 
and functionally correct. Yet how could there be such 





track are 
timed to travel at identical speed of walker, taking pictures at rate of 


Motor-driven cameras 01 a 


4. A gait-testing platform. 


64 exposures per second. Note wires attached to shoes. These carry 
electrical impulses from sensitive pressure discs attached to the feet 
back to the Oscillograph, which records every change in the weight- 
bearing pattern. Much is learned about foot-shoe relationship by this 
Scientific procedure. 


wide variety and differences, and yet all be correct? Says 
Dr. Schwartz, “This alone has been positive indication of 
the confusion and conflict existing because of the absence 
of scientific standards for lasts and shoes in relation to 


the structure and function of the foot.” 
(CONTINUED ON PAGE 62) 
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A BRAND NEW Flexible Baby Shoe made over a new semi-straight last! 
This new Baby Shoe is completely free of metal—even to the eyelets. 

The quarters are one piece (no seams) and an extra full-throat opening helps 
to make the shoe easy to slip on and off. Only the very finest of materials 
have gone into this new Pro-tek-tiv shoe. The uppers are of top quality, 


lightweight, full grain Elk tannage. Insoles are of the finest flexible splits. 
Outsoles are Armour’s special flexible sueded finish tannage “‘x’’ bends. 


TERMS: 5% 30 Days F.O.B., Reading, Pa. 





Pro: tek: fiv 


Semi-Straight Last 


BABY SHOE 


924: WHITE 
44 to 6 
B-C-D-E-EE.......3 to 6 
EEE.......4144 to 6 
PRICE $4.05 


Immediate Delivery 
From Stock 


Curtis -Stephens:-Embry Co. 


Reading, Pennsylvania 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 





What’s Behind Hide 
And Leather Prices... 


HERE are hide and leather prices headed 

now? The government’s foremost leather 

expert—Julius Schnitzer, of the Leather, 
Shoes, and Allied Products Div., U. S. Department of 
Commerce—believes they are headed for a leveling-off 
period, but on a relatively high plateau. However, he 
points out that this higher level of hide and leather 
prices has been in the making for a long time. In the 
following exclusive interview with the Boot AND SHOE 
Recorper, Mr. Schnitzer analyzes the reasons for the 
turbulent market conditions of recent weeks. And he 
presents some sound reasons for believing that a level- 
ing-off is now in the works. 


Q—As you see it, what is the background of the 
chaotic conditions in the hide and leather markets? 

A—There is no doubt that at least a major portion 
of the current upset conditions in the hide and leather 
trades are due to the low inventory position in the 
shoe and leather industries at the beginning of the 
present year. 

Fearing the effects of the recession, in 1958 shoe 
retailers sold largely from inventory. Shoe manufac- 
turers, faced with this loss in volume, dipped into their 
stocks of finished leather whenever possible, rather 
than going to the tanneries. Tanners, in turn, resorted 
to their stocks of raw hides and skins, rather than 
acquiring new material from the market. What hap- 
pened was retail shoe sales in 1958 exceeded 600 mil- 
lion pairs, but new production was less than 585 mil- 
lion pairs. 

Early in 1959, shoe retailers saw the necessity of 
building up their supplies. They placed substantial 
orders with the shoe manufacturers. The latter had 
to go to the leather markets for supplies to make the 
additional shoes wanted by their customers. With the 
increased new business, the tanners had to go to the 
raw hide markets for additional supplies. In the 
meantime, livestock slaughter declined, and we were 
faced with curtailed production and supplies. The 
Tanners’ Council had been warning the shoe and leather 
industries of the seriousness of the situation, but ap- 
parently these warnings were not heeded. The ultimate 
result was rising prices brought about by increased 
competition for smaller supplies. 


Q—wWhat is the earliest date by which we can expect 
a better flow of cattle from the range and the feeding 
lots to the slaughter houses? 
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A—Normally, the last six months of each year is 
the period when more animals are slaughtered than in 
other months. It is my opinion that the same situation 
will prevail during 1959. Beginning with late May, 
we should see a growing volume of cattle slaughtered 
and a slight increase in hide production and supply. 


Q—What are the intangibles that can help speed the 
flow of cattle to markets? 

A—There are many factors which could effect the 
flow of cattle to the markets. But these are generally 
abnormal: Droughts, lack of feed (feed supplies are 
now plentiful) late snows, and similar situations. In 
the efforts to build up the herds, it is doubtful that 
the movement to markets would be hurried by tem- 
porary price increases for meats. 


Q—Do you believe speculation has forced up prices 

of hides? 
A—There is no doubt that strong speculation has 
(CONTINUED ON PAGE 71) 
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45,000,000 POTENTIAL CUSTOMERS 


will HEAR, SEE and READ about 
Cups! 
Look for this label! | 
Reg. U.S. & By G.S. 
Pat. Off. (#2) of U.S.A. 


THE OFFICIAL APPROVED SHOE 


Official GIRL SCOUT 
and Brownie Grips 
CANVAS OXFORDS 























Gups! 


Pn made to the rigid specifications of 


the Girl Scouts of U. S. A. 
Shown twice weekly on Art Linkletter’s 
House Party, CBS, T.V. and Radio, Coast 


to Coast. 























pot Write for more information / 
= iad 7 on Grips and “tir pratt Wips ¢ nationally adver 


building program. 








tised in all the above magazines. 


\ TOP L 
Exclusive products of GRIPS 


BEACON FALLS RUBBER FOOTWEAR] NOTCH 
BEACON FALLS, CONN. < ‘Ny 
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Plastic Shoe 


Goes into Production ... 


Above: A hand-laced moccasin, typical of the Orbit Line. 
Right: Molded shoe base partially ejected from core. 


BANE show Tentesece.tedostry is transforin- Intercontinental Shoe Corp. turns plastic 
ing tiny pellets into shoes. pellets into shoes in 10 operations. 


The “magic” needed to do the job is a lot 
of near-automatic machinery and the know how that is 
the result of research and careful planning. 

The pellet shoes are being produced at first for 
girls only, in sizes 12 to 4, by the Intercontinental 
Shoe Corp. in its newly completed plant in Winches- 
ter, Tenn. 

The shoes are produced of a vinyl plastic developed 
for Intercontinental by Union Carbide Plastics Co. and 
called “Vinylteen.” The Intercontinental company holds 
the manufacturing rights for children’s shoes under a 
U. S. patent. 

Harry B. Johansen, president of the company and 





Ben E. Caldwell, Chattanooga attorney and business- 
man, who is vice president, point out that the product 
is revolutionary in its production. The total number 
of operations in making a shoe is reduced from 150 

(CONTINUED ON PAGE 82) 


Below, left: Preparing the bases for shipment to Win- 
chester plant for completion. 


Below, right: Representative styles in the molded line. 


Above; Sewing upper to molded base. Uppers may also 
be attached by heat or metal brads, as with sandals. 
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Weather Restrained Retailing 
Gains in Denver Area 


DESPITE one of the most in- 
clement springs in Denver’s history, 
shoe retailing figures have been 
showing gains in most fields. Some 
stores were still selling early spring 
shoes into May; many reported that 
consumer buying was slow in men’s 
lines, children’s canvas wear and 
play shoes and in summer casuals. 
White shoe sales for girls and wo- 
men were selling in highest volume 
shown in the past five years. 

“It’s a poor shoe retailer who 
doesn’t show gains over a year ago 
when we were feeling the reces- 
sion,” said an optimistic shoe mer- 
chandiser who said his own figures 
in downtown and suburban stores 
were from 10 to 27 per cent higher 
than a year ago. He, like many 
other retailers, said that white 
shoes were selling in volume but 
that late shipments were slowing up 
the trade. Delayed shipments have 
been a problem with many retailers 
the past two months, poor weather 
being a factor. 

Two schools of thought were 
heard among men’s shoe retailers 
as to sales activity and style and 
pattern preferences. Men’s shoe 
business is slow, said some; others 
said that men’s shoe business has 
been showing consistent gains. 
Shantung shoes are “out” along 
with nylon meshes, black and white 
and brown and white, said several 
men’s shoe retailers, with men buy- 
ing only lightweight and flexible 
woven shoes for casual and summer 
wear. Several other prominent 
downtown retailers said that nylon 
mesh is still strong as well as nylon 
woven and leather weaves. 

But they all concurred in the fact 
that men in the Denver area are 
buying moccasin-toed three-eyelet 
shoes for dress, slip-on types of 
loafers and glove leather “softie” 
types of shoes, that deep brown 
shades are out-selling black at a 
ratio of 60/40 but that the youth 
influence is shown in the increased 
sales of black loafers built with 
Continental styling. 

In women’s shoes, the modified 
pointed toe and the very thin heel 
in high and mid-heights and in 
“little heels” were in demand. Spec- 
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tators were selling well in brown 
and white, patent and white and 
blue and white in high and mid- 
heels; there was an upward turn in 
open sling heel shoes in colors and 
white, and a growing demand for 
straws and summer casuals. 

Bone was still selling well into 
May, and patents continued to hoid 
up well. But white was the most in 
demand in flats, casuals, wedges 
and in dress pumps. In dress wear, 
one store reported good interest in 
white lustre pumps with antique 
gold filigree bow or other ornate 
trim and in combinations of black 
patent and peau de soie, bone and 
darker mayfair and in stripping 
sandals in crystal vinyl with white 
kid and nailhead accents. 

With the approach of the gradua- 
tion, confirmation and wedding sea- 
son, white shantung and dyeable 
donsu cloth were gaining in impor- 
tance. As one retailer pointed out, 
“Women, too, want the lightest and 
most comfortable shoes on their 
feet in the summer, yet they wish 
style and trim fit, too. I think that’s 
one reason a white shoestring shoe 
with elastic lace for easy fit has 
been so popular in our shops.” 


Balmy Weather Brings Shoe 
Traffic at San Francisco 


IDEAL spring weather with 
warm, sunny days and cool evenings 
has helped to bring customers out 
in response to shoe advertising and 
sales promotion plans. Show win- 
dows and interior decorations re- 
flect the hues of spring flowers, and 
the wide variety of colors in the new 
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Displayed in silhouette in unusually de- 
tailed drawing the built-up heeled pump 
sells itself. New York (4 cols). 


footwear seem to fit in with the 
brightness of the season. Custom- 
ers, too, seem to catch the spirit of 
the setting and sales volume is con- 
tinuing at a high level. 

Black patent and navy calf have 
been popular, but the swing now is 
towards the brighter colors. There 
is most everything from pink, rose, 
gold, apricot, various shades of blue, 
and on down to bone and marshmal- 
low white. 

Some of the open models are 
really wide open, with just enough 
leather in the uppers in the way of 
straps and ties to hold the sole and 
heel to the foot. And these ties and 
straps are also in a variety of colors. 

Most of the dressy numbers fea- 
ture the tall thin heels. There is 
also a good demand for the sturdy 
mid-heel, especially in walking and 
daytime shoes. The call for casuals 
is a little slow right now but these 
are expected to start moving more 
briskly from now on. 

Some merchants are starting to 
push spectators and whites. These 
are being shown with blue and 
brown color combinations, and also 
in the perforated patterns. 

Comfort and softness are being 
emphasized in the walking shoes. 
The City of Paris call their Hay- 
maker models, “the softest shoes 
that ever walked,” while Chandler’s 
has “Spring-light casuals in softest 
kid.” And at Ferragamo’s there is 
a walking shoe with “heavenly com- 
fort in a low heel pump.” This lat- 
ter number is an imported Italian 
model priced at $29.95. 

Another line of Italian numbers 
are being shown at Joseph Mag- 
nin’s. These are dressy, slim-lined 
pumps from Maserati, signed origi- 
nals, and priced at $39.95. 


Retailers Holding Their 
Own in New York 


SHOE retailing in New York has 
been good, generally, these past 
few weeks. Merchants report they 
are holding their own; and in many 
instances, they are ahead of last 
year’s figures for the same period 
—despite the price situation. 

Retailers are doing their best to 
merchandise and promote, consis- 
tently and aggressively, in order to 

(CONTINUED ON FOLLOWING PAGE) 
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bring in the traffic. Special promo- 
tions range from boutique to budget. 

Most of the selling activity has 
been concentrated on the moderate, 
middle-of-the-road price lines . . 
with emphasis on tailored and cas- 
ual types. Customers are not re- 
sisting price increases, as such. In- 
stead, they shop and look for the 
price categories that fit their means 

. and then make their selections. 
Most of them realize they are still 
getting one of the best buys .. 
when they buy shoes. 

Promotions of whites—as such, 
or for dyeable purposes—started 
earlier than usual; and both ad il- 
lustrations and copy were eye- 
catching. Lord & Taylor promoted: 
“Palizzio ices the summer foot — 
lightly, airily, with fresh white 
shoes designed for the prettiest cot- 
tons ...in soft white suedes, calf- 
skins, mesh.” 

“WHITE... WHITE... WHITE 

. Cellini. The all-white shoe 
makes a major mark on this sum- 
mer’s fashion picture in white calf, 
silk or linen, on high or mid-heels,” 
says Bonwit Teller. 

“Spectators take the stage” at 
J & J Slater ...in white with navy, 
black or red patent ... in soft 
grained white calf with blue or tan 
trim .. . with stacked leather heel. 

Soft leathers, crushed kid, silky 
suedes were all highlighted ... as 
well as meshes, textured fabrics, 
silks, straws and vinyls. In addi- 
tion to the promotions of white and 
combinations of white with color 
. . . black patent leather was still 
going strong. Other colors included 
natural, pastel blue, pink, copper, 
green, gray, red. 


Milwaukee Spring Totals 
Fair Despite Uneven Traffic 


RETAIL footwear sales totals 
this spring compare favorably with 
last year’s figures. Dealers admit, 
however, that luring store traffic 
has been “like pulling teeth.” Sales 
graphs reveal an erratic, spotty pat- 
tern. There have been some ex- 
tremely slow days along with sev- 
eral terrific rallies. 

“If we lump together the last six 
weeks, we did a fairly good Easter 
business,” claims one of the down- 
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town buyers. “The best part of our 
spring business came during the 
final 10 days of April.” 

Department store buyers indi- 
cate that their budget departments 
are their top volume producers. 
Women are tending to search more 
intensively for lower price tags on 
higher style shoes these days, they 
claim. To combat price resistance, 
style shops are stocking a wider 
variety of price offerings. 

Despite hints that a growing seg- 
ment of their customers is losing in- 
terest in the pointed toes, dealers 
here continue to stock and promote 
them. Packard-Rellin’s buyer notes 
that his sales are at least 50 per 
cent ‘triple-pointed’ toes; the next 
40 per cent are what he labels a 
regular, needle toe, and barely five 
per cent are the ovals, with square 
toes making up the remainder. 

Black patent continues to hold 
the top spot. Most stores claim their 
black patent sales are slightly ahead 
of last year, and fast developing 
into standard, basic items instead 
of ‘six-weeks sellers.’ Buyers also 
report a movement away from bow 
patterns. 

Juvenile shoe business has been 
firm. Most dealers are voicing ob- 
jections to the ballooning number 
of new styles for youngsters. Price, 
too, is becoming an irritating fac- 
tor. Dealers claim that newly an- 
nounced price boosts will have most 
effect on children’s shoe sales. To 
date the average retailer here has 
absorbed the most recent price 
boosts. Retail prices are expected 
to start climbing here within the 
next month. 

According to one veteran chil- 
dren’s shoe retailer, “Too little is 
being done to prepare the public for 
the shock waiting for them when 
they buy the next pair of children’s 
shoes.” Result of the boosts, he 
feels, will be a heavier demand for 
lower priced shoes in the children’s 
field. 

Children’s style picture sees sad- 
dles still leading the young girl’s 
wand misses’ field. There is a good 
demand for more blue shoes in the 
small sizes up to young misses; 
above that the gum drops and dirty 
bucks are leading. Boy’s buckles 
are just beginning to catch on in 
this territory. 


Intense Activity Noted in 

St. Louis Spring Retailing 

RETAIL shoe selling in St. Louis 
stayed up on a high level of activity 
all through the spring weeks. 
Through a few days of cool and 
even cold weather, spring patterns 
continued to move steadily from 
dealers’ shelves. 

Special Downtown Days, with 
store-wide bargain prices for shop- 
pers, brought hordes of people to 
the downtown area. Shoe stores and 
departments found traffic brisk and 
sales figures up for the month. Only 
a few pairs, however, wore sale 
tags. Most moved at regular prices. 

Some dealers found themselves 
with not enough pairs of black pat- 
ent and dark calf pumps to meet the 
demand, but as the weather bal- 
ance swung from cool to hot days, 
the sales pendulum shifted to 
whites, whites in combination, nat- 
ural straws, and bright toned suede 
and smooth leather pumps and flats. 

Spectators—true types, not modi- 
fied versions—took off in late April 
for all dealers. Black calf with 
white suede and blue calf with white 
smooth were favored over black pat- 
ent and white. Best selling specta- 
tor pattern featured 23/8 heel, tra- 
ditional tip and fox. 

Low squash heels and simulated 
stacked heels, where shown, are get- 
ting good response from women of 
all ages. One young-at-heart ta- 
pered toe pump pattern on a thin- 
nish 12/8 heel is moving excellently 
in white, bone and red, less well in 
turquoise/white and orange/yellow. 
Promotional at Famous-Barr is a 
Margaret Jerrold oval toe pump on 
14/8 covered heel. The swirled top- 
line shoe has an open shank on one 
side, a boot look when viewed from 
the other side. 

Children’s selling is concentrated 
on canvas playshoes and elk bare- 
foot sandals for the most part. Some 
plain white pumps have sold for 
high school graduations, but the 
peak of this special occasion busi- 
ness has not been reached yet. 

Where pushed, the black and brown 
look for men is going well. The Flor- 
sheim downtown shop took a full 
window to promote B & B, with 
black velvet spilling dramatically out 
of an oversized brown wine decanter. 
Another Florsheim promotion played 
up the “American Look” for men, 
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with kiltie-trimmed mid-weight cas- 
uals displayed. Men’s canvas casuals 
in blue and brown are moving well 
for all suburban dealers, as are black 
and white saddle oxfords for young 
men; punched or ventilated uppers 
oxfords for business men; and pil- 
low-stitched types of both slip-ons 
and ties at the medium priced level. 

Men’s departments and stores are 
reporting good gains for the first 
four months of 1959 over last year, 
as are most women’s outlets. Chil- 
dren’s business appears to be run- 
ning about equal to, perhaps slightly 
ahead, of last year. 

As of press time, St. Louis is still 
without a morning paper, which 
means that all advertising, shoe and 
otherwise, is concentrated in the 
city’s one daily paper, the evening 
St. Louis Post-Dispatch. Strike ne- 
gotiations are at a complete stand- 
still. 


Summer Types Gain 
Momentum at Chicago 


SALES of summer type shoes are 
gaining momentum in the Chicago 


area. Business has been about as 
spotty as the weather, which has had 
its ups and downs. But, every good, 
warm day has had a direct affect on 
the shoe business. 

Up until the first week of May, 
dark shoes and late spring types sold 


at a fairly heavy rate. However, 
the trend has swung over to the 
other direction. Early consumer re- 
action indicates one of the best light 
shoe seasons in some years. There 
are also indications that this will be 
a good white season, for a change. 
Whites have had a good sale at the 
mail order level since mid-March. 
Since this is somewhat of a barom- 
eter, there may be a follow through 
at retail outlets. 

Spectators also appear to be in for 
a revival. This is evidently due to 
the slim heel, pointed toe styling. 
Black patent and white combina- 
tions have been especially successful. 
There has also been good reaction to 
spectator slings. In fact, slings of 
all types are cutting into the pump 
picture. These and sandal types will 
dominate from now on. 

Straws have had early activity, not 
only in natural, but in bright colors 
such as orange, green, blue, and 
pink. Pastels in leathers and fabrics 
are also active. Black and navy nylon 
mesh is doing well in the so-called 
conservative outlets, but also in some 
of the highstyle salons. 

The next six weeks are expected to 
see the heavy and consistent promo- 
tion of style shoes. This will be par- 
ticularly true of the department 
stores. It was revealed recently that 
Chicago department stores were far 
ahead of shoe stores in expenditure 





ey is breathteking! 


18* to 24% 


you will find it at Ge " 


815 nicollet 


ence of @ Stevensons cherge eccount 


This distinctive ad sells warm weather wear. Open types, as those seen above 
are showing unexpected strength this year. Trim has light, informal summer 
look. Copy stresses foot flattery. Minneapolis (8 columns). 


of money for shoe advertising. This 
segment of retail distribution con- 
tinues to step up shoe merchandising 
activity. There has been an increase 
in moderate priced first floor shoe 
departments. 

One bright spot in the picture is 
the improved activity in men’s shoe 
business over a year ago. Increased 
choice in casual styles is helping 
bring extra sales, several top re- 
tailers report. A recent newspaper 
supplement on men’s apparel in- 
cluded two full pages devoted to 
shoes. 

Emphasis was on light weight 
casuals. Activity is particularly good 
in novelty closures, two and three 
eyelet light weight soft leathers with 
foam crepe soles, swirl patterns, 
nylon plugs, and variations of the 
moccasin. 


Navy Patent Sales Called 
Terrific at Minneapolis 


BLACK patents continue as a 
style leader in women’s shoes, at 
Minneapolis but there also has been 
considerable interest in bone and 
navy blue. The buyer at a leading 
department store said that navy was 
really the “dark horse” in the color 
picture, but sales have been “ter- 
rific.” 

White also is coming to the front 
with the advent of warmer, sum- 
mery weather. There also has been 
a demand for mesh shoes in specta- 
tor styles with a 23/8 heel. Beige 
and white have been leading colors. 

The sales pendulum has swung 
toward the high 21/8 and 23/8 heel, 
although there has been a consider- 
able interest in the 18/8 heel too. 
Closed heel and closed toe remains 
the general story, but there also has 
been good acceptance of the sling 
pump. One buyer sees it as an im- 
portant trend for fall. 

Spectator pumps in brown and 
white and also blue and white also 
have started to move, while the 
black and white numbers have been 
a little bit slow. 

Interest in pastels has waned, ex- 
cept some sales of summer blues, 
greens, pinks and luster calfs. 
Straws have sold well in casuai 
styles, particularly the wedgie. Flat 
and open style imports from Italy 
have had good acceptance. Soft 
leathers, especially punched pig, 
have been good in a wedgie casual 
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BOYS’ COMPANION STYLE 571 Black — 572 Tobacco Brown 
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+ Vicldewe vascuiniees that age ae i toll the aioe THREE GENERATIONS OF FINE SHOEMAKING 
story in boys’ and men’s footwear — that the pre- 
teenager can (and often does) wear a king size! 
Which means a lost sale if you haven't got that size, 
and the boy insists on a specific style! At best, you 
- apologetically try to make a switch to ‘‘something 
similar’ in a vain effort to save the sale. This can’t 
happen with Yorktowns! Here, in one nationally- 
~ known brand, from one source, you have the wanted 
ee men. 
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BIGGEST BONANZA — 
in FOOTWEAR? 


Dunham's Tyroleans® with 
RIPPLE® Sole — sizes for men, 
women. 


BIG FACTOR in MANUFACTURER'S BUSINESS 


‘We never anticipated that RIPPLE® Soles would become such a big factor in our 
business.” 
Nelson E. Withington, Dunham Bros., Brattleboro, Vt. 


REAL MONEY-MAKER for RETAILER 


‘Today our RIPPLE® Soles (both men's and women’s) are as good sellers as any shoes 
in our stock (and better than most)! We expect 1959 to be a real money-maker . . . 
as far as RIPPLE® Soles are concerned.” 

Marvin M. Stein, Stein Shoe Shop, Midland, Mich. 


AND ...1959 CAN BE A REAL MONEY-MAKER 

FOR YOU, TOO, IF YOU TIE-IN WITH 

RIPPLE® Sole’s AGGRESSIVE NEW AD CAMPAIGN... 
PRE-SELLING TENS OF MILLIONS! 


*TM Ripple Sole Corp. 


Write for FREE Sales Aids... TODAY! 


BEEBE RUBBER COMPANY Nashua, New Hampshire 
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Market Data and 
How to Gather It 
(CONTINUED FROM PAGE 45) 


He said, “In general terms, what 
must be done is to determine the 
variable costs incurred in the fac- 
tory as well as distribution—both of 
a direct and indirect nature—and 
subtract these totals from sales in 
order to arrive at a net contribu- 
tion to pool costs and profits. ... 

“Dynamic, as opposed to conven- 
tional costing, is necessary to en- 
able the manufacturer to compute 
results under alternative volume 
conditions, and distribution costing 
is a phase of having data to meet 
this end.” 

R. F. Steinhart, applied science 
representative, I. B. M. Corp., told 
how improved techniques in fore- 
casting arm management with re- 
liable information. 

“Cause and effect relationships 
between all the factors influencing 
sales and sales themselves,” he said, 
“can be quickly and precisely de- 
termined at a reasonable cost with 
new, high speed computers. ... The 
value of this approach is that it 
takes only 4-5 hours where conven- 


tional correlation techniques re- 
quire 4-5 months, and the informa- 
tion comes too late.” 

In recommending marketing re- 
search to shoe manufacturers, Ar- 
thur White, Senior Associate of 
Stewart, Dougall & Associates, mar- 
keting consultants, said that, as an 
industry, we do not do enough re- 
search. Sales analysis, experience, 
and the opinions of retailers are 
not enough for the decisions re- 
quired in creating a new line. But 
marketing research can provide the 
necessary information on styling 
features, colors, sizes and shapes. 

Florence Skelly, also a senior as- 
sociate at Stewart, Dougall & As- 
sociates, said that any shoe manu- 
facturer, small or large, can, 
through its own resources and out- 
side help, save dollars through 
market research. 

In_ relating market potential 
analysis as a foundation for sales 
effort, William Girdner, research 
director of Melville Shoe Corp., 
said, “Frequently it happens that 
consumers are dissatisfied with 
some small feature of a shoe, and 
a small alteration in producing the 
shoe can automatically multiply its 


potential.... 

“In analyzing the potential for a 
given product, special characteris- 
tics of population should be stud- 
ied: the relative importance of 
breakdowns by age, sex, marital 
status, occupation, income and liv- 
ing habits.” 


Travelers’ Dallas Address 


HEADQUARTERS of the South- 
western Shoe Travelers Association, 
Inc., are in Suite 709-710 of the Ho- 
tel Adolphus, Dallas 2, Tex. An ad- 
vertisement appearing in the April 
15 BooT AND SHOE RECORDER incor- 
rectly listed the headquarters as the 
Southland Hotel, the former loca- 
tion. 


Shain Opens N. Y. Offices 


BOSTON — Shain & Company, 
converters and distributors of shoe 
fabrics and linings, announced the 
opening of a new, enlarged New 
York office and showrooms at 47 
West 34th St. Operating from those 
quarters will be Miss Mary Jane 
Burrows, fashion coordinator; Mil- 
ton (Pop) Secol, retail sales promo- 
tion, and Gerald Boches, New York 
sales representative. 





YOU ASK FOR THEM ... 


SO HERE THEY ARE... 


WHILE THEY LAST 


Tingley Display Fixtures, first offered in 1957—were 
We thought we had 


offered once again last year. 
taken care of everybody. 


gy a 


Now, hundreds of new Tingley customers are asking 
for these lightweight, portable fixtures, so we repeat 
the offer. 





While they last, we will supply these silent salesmen, 
at no cost, to merchants who order 72 pairs of any 
Tingley Rubbers or Boots before August Ist; 1959. 





Most retailers know that Tingley’s are the fastest grow- 
ing line in the rubber footwear field. And why not? 
With 1/3 the inventory, you fit more feet better! 


Special Note: Besides 14 farm magazines and PARENTS’ 
MAGAZINE, we are now telling the Tingley story to 
the 40,000,000 or more readers of the SATURDAY 
EVENING POST and LIFE Magazine. 


Phone or write the nearest Tingley Distributor. There is one 


near you, but if you don’t know his name, write us. 


Tingley Rubber Corporation 
903 Ross Street, Rahway, New Jersey 
Send me name of nearest distributor and Tingley catalogue. 





Name 


Address 
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Functional Footwear 
(CONTINUED FROM PAGE 49) 


Well, what distinguishes the functional shoe? 

Perhaps most important of all, its design is based on 
recorded, measured evidence that defines the needs of the 
foot in action. This is a historical “first” in the shoe 
industry. 

Second, we have always recognized the foot as a flexible 
structure. For the foot to express this natural flexibility 
in function, it must be housed in a shoe designed to per- 
mit this functional requirement. This flexibility must be 
scientifically “controlled” by the design of the last and 
shoe. Without effective control (and we can’t have it 
unless we first know what we're trying to control) the 
foot in action is subjected to a variety of excessive strains, 
stresses and distortions. The functional shoe, because of 
its special design, preserves this vital foot flexibility which 
is lost to varying degrees in most conventional shoes. 

Third, the functional lasts, unlike conventional lasts, are 
constant in shape from heel to ball. This is tremendously 
important. It means that the feet of children can be held 
in constant alignment in the successive sizes worn through- 
out the growing period. It means that the feet of children 
and adults alike will be held in properly controlled posi- 
tion, regardless of the style of shoe worn. The Laboratory 
finds that conventional lasts, lacking this uniformity, 
usually result in different foot alignment when the make, 
style or even the size of shoe is changed. On the other 
hand, functional lasts can be made for any style—needle, 
round or square toes, or varying heel heights—and still 
retain uniformity of shape. This is one kind of “stand- 
ardization” the shoe industry has long sought. 

Fourth, shoes made over functional lasts can be ex- 
pected to retain their shape better with wear. That’s 
because the correct functional alignment of the foot pre- 
vents torsional stresses on the shoe—eliminating the con- 
flict between the design of the last and shoe and the foot 
in action. (See Figure 2, P. 49.) 

Now, the Laboratory has deliberately steered clear of 
making any “medical” claims for functional shoes, even 
though they are perhaps more justified here than for any 
other shoe yet devised, on the basis of the genuine scien- 
tific work behind them, to make such claims. However, 
the Laboratory is insistent on one point: the functional 
last and shoe is the most correct design yet developed, 
and that functional principles belong in all shoes. 


How It All Started 


More than 30 years ago, Dr. R. Plato Schwartz began 
his now-famous studies on one of the most evasive and 
complex of scientific subjects: human gait. Up to then, 
very little was known about the function of the foot in 
walking. Says Dr. Schwartz, “Human gait had always 
been defined by general description and imitation. We 
wanted to get it down to something that could be tangibly 
measured.” 

Dr. Schwartz set down a simple but potent rule: science 
is measurement. If you can’t measure it in concrete terms, 
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it dissipates into sheer theory or speculation. Hence, with 
this science-is-measurement approach he succeeded in 
challenging and disproving many of the commonly-held 
ideas or theories about feet and shoes. 

But how do you “measure” gait? One day, many years 
back, when Dr. Schwartz was walking down a hospital 
corridor, he heard a set of keys in his pocket jingling 
with each step. He noticed that this jingling had a 
rhythmic pattern. Curious, he tried changing his step—a 
limp, a fast and slow step, a halting gait, etc. Each gait 
change brought about a corresponding change in the 
rhythmic sound of the keys in his pocket. He reasoned that 
this rhythmic pattern could be recorded, measured. 

Now, don’t we say that a person can be known “by 
the sound of his footsteps”? This, therefore, is an indi- 
cation that there’s something personal and distinctive 
about one’s gait. : 

So here began, at the Laboratory, a long search for in- 
struments and apparatus that could record and measure 
gait by electrical means, in the same way that today we 
record a heart-beat pattern (cardiograph) or a brain- 
wave patiern (encephalograph). This was the first attempt 
to get gait and foot function “down on paper.” The 
Schwartz-Heath team set out to chart every fraction of an 
inch of foot motion, from heel to toe; to measure the 
“gait path” of the foot in motion. 

Out of this have come the most ingenious gait-measur- 
ing techniques and apparatus ever devised. Developing 
these mechanical devices required years because the 
Laboratory was working with limited funds for research, 
and also because of the complexity of the project itself. 
All of this was original pioneering work. 

The findings from these extensive studies are now 
bringing a whole new approach to traditional medical and 
shoe industry ideas about feet and foot function, and 
hence about lasts and shoes. 


Functional Approach 


The Schwartz-Heath research team early established a 
significant conclusion: feet, lasts and shoes had to be 
approached from a functional rather than a static stand- 
point. Lasts and shoes, to be truly correct, had to be 
adapted to the foot in motion. This is just the opposite to 
the design plan of most lasts and shoes. Ordinarily, the 
last and shoe are designed to fit foot shape, but not foot 
action. The same policy applies at the retail level; that 
is, most shoes are fitted to foot shape, but without specific 
adaptation to the functional performance or requirements 
of the foot. While conformity of last and shoe design to 
foot shape is, of course essential, the Laboratory says 
that even the most precise of these designs is ineffectual 
in shoe performance value unless functional principles are 
also incorporated in the design. 

Now, when we speak of “functional requirements” we 
must inevitably speak of gait—the foot in action during 
the process of walking. A shoe adapted to the inactive 
foot serves only as a foot-covering. The shoe’s perform- 
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Manutacturing News 





St. Louis 


PRoDUCTION stoppages have been kept at a minimum 
this past spring for producers in the St. Louis area. 

Cutbacks, short weeks, even shutdowns, are customarily 
typical of manufacturing activity here at this time of year. 
They have not materialized. Most plants are working at 
capacity or near to it. Several firms are on six-day weeks. 

This maintenance of a high production level can be 
attributed to several factors. Volume of re-orders on 
women’s patents, straws, bright suede flats, and summer 
spectators has been over and beyond expectations, reflect- 
ing a steadily good shoe selling spring at retail for most 
parts of the nation. 

Manufacturers observe that quite a lot of re-order busi- 
ness was picked up at the regional shows, along with 
larger than normal commitments for fall merchandise. Re- 
tailers who came to St. Louis in April bought over and 
above their usual token buys on basic fall shoes. Manu- 
facturers say that retailers are using the early-buy strategy 
as a hedge against further price advances at the wholesale 
level. By buying early, retailers can count on the prices 
of at least part of their fall buys. 

Salesmen carrying fall footwear in their territories are 
reporting that they are getting unusually fine acceptance 
of the new lines, plus a more than satisfactory volume of 
orders. Early commitments for fall show that women’s 
walking shoes with the newsy-looking squash or stacked 
heels are slated for excellent volume, as are casual campus 
boot types. Flat ties in both dark and bright colored suede 
lead for teen departments, along with strong interest in 
less than ankle high boots. 

For men, the best sellers in dress and casual pairs are 
the “baby brogues,” mid-weight slip-ons and oxfords flexi- 
ble enough to satisfy comfort requirements, yet sturdier 
than the extreme lightweights played up a year ago. Black 
and brown combinations are well received, producers say. 
for both men and boys, with increased interest for fall on 
boys’ shoes with men’s styling. New Velcro fasteners are 
being watched for potential volume selling. 

Based on response to fall lines at the shows, on re-order 
pace, and on early road-trip reports, producers say that 
the final six months of 1959 should come up to expecta- 
tions and could equal or top the first six months’ business. 


New York State 


THE wave of shoe price increases which swept the indus- 
try is causing upstate New York manufacturers to 
strengthen their selling efforts. Most producers appear 
set to conduct an educational campaign through sales 
representatives explaining how increased prices of hides 
raised the cost of leather and shoes. 

It would seem that almost everyone in the shoe industry 
is familiar with the situation by now, but some manufac- 
turing executives apparently are concerned lest they be 
accused of profiting unduly from the price squeeze. 

Meanwhile manufacturers are reminding retailers that 
more capital will be required by many stores to finance 
more expensive inventories. 

On the favorable side, factory credit men say dealers’ 
credit positions have been showing fairly steady improve- 
ment in recent months. Credit men feel general economic 
conditions are sound and improving. They are conscious 
that liberal credit is an important selling tool for manu- 
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facturers under present competitive conditions. 

One of the big manufacturers expressed the hope that 
the industry would produce 600 million pairs this year 
and sees the likelihood that his company will get its share 
of the increased pairage. 

At sales meetings, representatives have been urged to do 
their utmost to help retailers promote and sell their shoes. 
National advertising and other promotional aids are being 
well maintained or increased. 

Men’s styles for fall include a slightly greater number 
of Italian lasts, mostly in modified versions calculated to 
appeal to men who have regarded them as too extreme in 
the past. Brown and black combinations are more in evi- 
dence and believed to have very good sales possibilities. 

Men’s casual footwear for fall is offered in greater 
variety than ever and leans heavily to slipons and straps. 
Desert boots will continue to sell best in dirty buck, fac- 
tories say, with gray buck also good, but white less popular. 

Fall and winter work shoes feature water repellent up- 
pers vulcanized to crepe soles, and extensive use of glove 
leathers in 6- and 8-inch work boots. 

Spice brown will be promoted for college wear and is 
believed to have a good potential for sales to other age 
groups. Burnished and antique browns and bootmaker 
finish are also being featured. 


Los Angeles 


THE mad rush of getting ready for the fall show is ab- 
sorbing most of the manufacturer’s time right now. Exhibit 
spaces are sold out and it promises to be a most excellent 
exhibit. 

Summer shoes are selling steadily and the re-orders are 
trickling in. So far, of course, they are not in abundance 
as the retailers haven’t had too much time to deplete their 
shelves. However, there is enough to keep the casual 
shoe manufacturers in the Southern California area quite 
happy. 

Heaviest in sales are the casual shoes and sandals. It 
is expected that each customer will buy at least three to 
five pairs of the type of footwear during the summer sea- 
son. Being of light weight construction and subjected to 
the very hardest abuse that a shoe can have, they naturally 
are going to have to be replaced frequently. 

Also it must be remembered these shoes for the most 
part fall into the less expensive category and the customer 
feels justified in the extra pairage. 

Sandals for men are doing real well. Manufacturers 
representatives are finding a good market for the canvas 
oxford and slipon. These are expected to increase as the 
season goes on. There has been a swing to satin for the 
more formal evening affairs. The fabric lends itself well 
to dye-to-match and the sales have increased. 


Chicago 


THE die is cast as far as fall production goes in the Chi- 
cago area. Early bookings have been excellent, even ahead 
of a year ago when the recession tide turned. Despite the 
increasing complexities of inevitable price increases as 
well as other rising costs, the outlook is optimistic and 

healthy. 
Business at major and region shows has been good. Com- 
mitments have been closed earlier than in some time. Price 
(CONTINUED ON PAGE 79) 
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Functional Footwear 
(CONTINUED FROM PAGE 62) 


ance rating can be judged only with the foot in motion. 

So, if a truly “correct” last and shoe was to be designed, 
then it was first necessary to learn everything possible 
about gait, about the foot in motion. Moreover, if science 
was measurement, then the gait studies had to be con- 
ducted with precision measuring instruments and record- 
ing devices. None existed. So the Laboratory had to 
invent and develop its own—a creative and scientific chal- 
lenge of stupendous magnitude. 

Several such instruments were developed. For example, 
the Electrobasograph, a machine for recording “electrical 
foot prints” to learn the path of the weight through the 
joot on a split-second basis—and also the duration of 
weight on each part of the foot with each step. (See 
Figure 3.) This was the first time the moving foot had 
been so precisely and scientifically charted. 


vere 
3. The Electrobasograph, a machine for recording “electrical foot- 


prints” to learn the path of weight through the foot—plus the duration 
of weight bearing on certain parts of the foot in walking. 


An even more refined instrument is the Oscillograph. 
This device is so sensitive that it records, to fractions of 
a pound, the weight carried by the six important func- 
tional areas of the foot. Thus, the constantly changing 
weight carried by each of these six parts can be precisely 
measured at intervals as short as 1/100ths of a second be- 
tween the time the heel strikes the ground and the toes 
push off for the next step. (See Figure 4, P. 49.) 

Each of the six major weight-bearing areas of the foot 
“prints” its own curve, representing time and _ pressure, 
on a chart. For example, the printed graph will show 
exactly how much weight is borne on the heel, ball, big 
toe, etc.—and also at which split-second interval the 
weight is borne on each of these points during the foot- 
step. (See Figures 5 and 6.) You get an idea of the 
scientific precision of this process when you realize that 
an average footstep lasts only two-thirds of a second. 
Hence, to record all that information within that limited 
time is something to stagger the imagination. Yet, the 
Laboratory has accomplished just that. 
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After many thousands of such recordings or “electri- 
cal footprints,” the Laboratory was able to ascertain “nor- 
mal” patterns of gait. By these “time-and-motion” studies 
it could determine how the body weight moved through- 
out the whole foot with each step. It learned exactly 
which areas of the foot bore the weight—and exactly when 
and exactly how much per part. For the first time in 
history, gait and foot motion had been placed in the 
realm of scientific measurement. 


ONE SECOND 


i 
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DOUBLE WEIGHT BEARING 


5. This is an Oscillogram or recorded “electrical footprint.” Time 
for an average footstep is two-thirds of a second. So sensitive is the 
Oscillograph that it can record motions within the footstep in 1/100ths. 
of a second. This particular Oscillogram shows the recorded sequence 
of several steps of both feet—left foot above, right foot below. Each 
one of the lines traces the pressure and time-duration for a specific 
part of the foot. This reveals whether the foot is walking in proper 
balance with proper weight distribution. 


mu 
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6. The footprint on this Oscillogram shows the placement of the 

pressure-sensitive discs on the foot, and the kind of “‘pressure curve” 

that each produces. Also, the right footstep pattern has been “stretched 

out’ to clearly separate the heel (weight-receiving), midfoot, (weight- 

carrying), and forefoot (weight-propelling) sections of the Oscillogram. 


Now, what did all this mean to lasts and shoes? First, 
the Laboratory had established the normal gait patterns 
for the bare or unshod foot. However, when this same 
foot was placed in a shoe, the gait pattern changed. And 
when this same foot was placed in several different types 
of shoes—then several different types of gait would be 
recorded. 

This was clear indication that shoes affect gait and foot 
motion. Significantly, when the individual walked bare- 
foot and recorded his typical gait, this gait became more 
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“tar ties co fi COOL COMFORT! Pu * 
sesso fi BRUSHED PIGSKIN! ppics 
ever & Frent Co. 
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MEN'S STYLES — AN 


Boys’ from $7.95. Slightly higher in the West. 


Treat your feet to brushed pigskin the leather thot breothes! Just 12 


casvel, good-looking ounces per shoe, including balloon crepe sole and 
spring steel shank support. And they're specially treated to repel woter 
resist soil, brush clean in a jiffy. At stores everywhere, including those at 
left. Wolverine Shoe ond Tanning Corp., Rockford, Michigan. 


FATHER'S DAY GIFT CERTIFICATES AVAMABLE. 
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SAUT LAKE City 
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OVER 800,000 IMPORTANT YOUNG MEN 
BUY AND READ PLAYBOY EVERY MONTH 


67.5% of PLAYBOY’s readers are in the important 
18 to 34 age bracket—young men who set the buy- 
Tal-am 44-1alel-Mn col amal-\ am el gelel lle s-tr- Tale Mial-\, Me i-l-1alle)al- oe 
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that will turn the heads that will buy the 
shoes that will build your profits! An eye- 
catching four-color ad that will stir up the 
active PLAYBOY market! And a full dealer 
listing to tell 800,000 style-conscious young 
men where to buy! 


This PLAYBOY page leads off a full-fledged 
campaign in Sunday supplements and other 
national magazines to “shoe in’? more Hush 
Puppies sales than ever. . . in 1959. 


This is the third big promotion in Hush 
Puppies brief history. There are more to 
come! Watch them! Get in on them! For more 
information, write: Wolverine Shoe and Tanning 
Corporation, Rockford, Michigan. 





Functional Footwear 
(CONTINUED FROM PAGE 64) 


“abnormal” or “incorrect” when the average conventional 
shoe was worn. Laboratory analysis revealed that con- 
ventional lasts and shoes failed to provide the needed 
stability for the foot to function with maximum efficiency 
in walking. In short, the average shoe brought on foot 
instability, a walking unbalance. The fact that the shoe 
was of excellent quality and correct size made no differ- 
ence, as revealed in the thousands of graphs recorded. 


7. The Last Balograph to test the “walking balance” of lasts (hence 
shoes). The machine simulates walking action. On the left is a con- 
ventional last taking a step. Note imward roll of the last, as con- 
frasted by straight back-to-front motion path of functional last on 
right. Grapk on paper above tells the story. Conventional last at 
deft shows wide horizontal swing representing excessive rolling action. 
On right, functional last graph shows motion path much narrowed, re- 
sulting in much better stability for foot and shoe. 


8. Cause of pronation. This is rear view of leg and foot skeleton. 
Note how weight (black line) comes down through leg but falls into 
a “vacuum” below. That's because center of heel bone is about five- 
eighths of an inch to the outside of line of falling weight. This is a 
sormal foot. Because heel bone isn't directly beneath line of falling 
weight, heel bone is forced to the outside. This causes tipping in of 
ankle, “falling” of long inside arch—the components of pronation. 
Almost everyone has this anatomical condition—hence almost everyone 
has some degree of foot pronation. 


This is demonstrated by another ingenious device de- 
veloped by the Laboratory—the Last Balograph. This 
device tests the functional or “walking” stability of a 
last, which is later expressed in the shoe’s performance. 

In most conventional lasts the ball or tread area has 
what the Laboratory calls a “one-point suspension.” These 
lasts have a convex or rounded bottom. When placed on 
a flat surface, only one point on the ball (about dead 
center, or a little off center toward the inner ball) will 
touch the surface. With the foot walking in such a shoe, 
an unstable rolling action takes place, though not notice- 
able to the wearer. The shoe (and foot) rolls in toward 
the inner ball, a sort of tipping-in motion. Though lasts 
vary greatly in the degree of this motion, many create a 
path of weight distribution through the foot and shoe 
that conflicts with the natural functional path. 

When the last is placed in the Last Balograph it’s made 
to simulate a walking motion, from heel to toe. The path 
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of each step of the last is electrically recorded on a graph 
sheet. So there’s a printed record to examine. (See Fig- 
ure 7.) 

States Dr. Schwartz, “This fault of instability of last 
and shoe cannot be corrected by quality of material or 
skill in shoemaking. Even experienced and meticulous 
care in fitting of the shoe contributes little. The founda- 
tion is wrong. If the foot is to have efficient and balanced 
function, then the last must adapt its design to the estab- 
lished principles of the normal foot in action. It must 
be designed to work with, and not against, the foot.” 

Now, in terms of function, the Laboratory has found 
that the foot must be regarded as three separate, yet co- 
ordinated, sections: Heel, midfoot and forefoot. And very 
important: each of these sections has a different kind 
of anatomical structure, with each designed to do a special 
functional job. The foot isn’t to be regarded as a simple 
unit, but as three separate units joined and working 
together. 

(1) The heel primarily receives, and secondarily trans- 
fers, body weight in walking. 

(2) The midfoot’s main job is to serve as a weight- 
bearing bridge between rearfoot and forefoot, and also 
to transfer weight forward to the forefoot. 

(3) The forefoot primarily propels, and secondarily 
supports, body weight. 

The rearfoot is primarily a weightbearing structure. 
The forefoot is primarily a propulsive structure. And the 
midfoot is half and half; that is, half a weightbearing 
structure and half a weight-transferring mechanism. 


9. Weak muscles don’t cause foot pronation, as generally believed. 
This nine-year-old girl has studied ballet for five years, has extraor- 
dinarily developed foot and leg muscles. This foot, according to 
general theory, shculd show no pronation or fallen arch. But note 
severe pronation and tipping in of ankle, depressed arch. Rochester 
Gait Laboratory has abundance of such evidence proving muscle strength 
plays little or no role in support of arch or prevention of pronation. 

These different functions are clearly indicated by the 
very structure of the foot bones in the different parts of 
the foot. The two rearfoot bones (heel bone and talus) 
are big, chunky, powerful, closely jointed. These bones 
take the first impact of weight on each step. This compact 
unit is built for stability and weightbearing. 

The five midfoot bones aren’t so chunky or large, yet 
are strong, with a little more “play” in their joints. These 
bones are the keystone to the long inner arch and also 

(CONTINUED ON PAGE 68) 
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Functional Footwear 
(CONTINUED FROM PAGE 66) 

the midfoot arch (across the instep). While these bones 

must be strong enough to support weight, their joints 

must be resilient enough to allow some flexibility of the 


two arches. 


10. On standing or walking this 8 -year-old child shows pronouncea 
pronation, though with no discomfort (typical of child foot pronation). 
However, unless this condition is corrected, it will worsen with added 
years, with possibility of becoming a serious source of trouble. 


11. On the same girl, this pronation is temporarily straightened by a 
strong voluntary “tightening” of the posterior tibial muscle in the back 
o} the leg. But in the relaxed stance, or in walking, the contraction or 
“tightening” of this muscle exists for only a fraction of a second, hence 
plays little role in controlling foot pronation. Wearing conventional 
shoes for four months (photo on right) failed to control pronation, even 
with a 3/16 in. inside heel wedge. The wedge changed the alignment 
of the shoe, but the foot continues to pronate inside the shoe—demon- 
Strating ineffectiveness of wedge. 


12. Now, with heel wedge removed, little difference can be seen in 
pronation between shoe with wedge (Figure 11) and shoe without wedge. 
However, photo om right shows foot in a functional shoe, and marked 
correction of pronation. These functional shoes have been worn for 
same length of time (four months) as were conventional shoes. 

Now compare the forefoot—the five metatarsals (in- 
step or waist bones) and the 14 phalanges (toe bones). 
They're relatively long and thin, fragile, loosely jointed, 
with space between them. They're built for mobility and 


propulsion and flexibility. 
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When you stand, most of the weight is borne by the 
rearfoot and midfoot. On the other hand, when an athlete 
runs, he runs on the forefoot only. He “discards” the 
weightbearing portion of the foot because his only need 
is for agility and propulsion, which stems from the fore- 
foot only. 

Says Arthur Heath, “The foot at rest has only one 
shape. But the foot in motion has several shapes, each 
different. It is obvious that lasts or shoes designed for 
the static or structural foot can’t successfully adapt to 
the requirements of the active or functional foot. This 
has been the pattern of design of most lasts and shoes. 
But it has been a matter of putting the cart before the 
horse.” 

Here we can begin to more fully appreciate and under- 
stand the significance of the incorporation of “functional 
principles” into lasts and shoes. The Laboratory has 
taken a radical departure from traditional thinking in 
A shoe is not basically a foot- 


A shoe is an engineered 


last and shoe design. 
covering over a static object. 
structure for a moving object. And further, this object, 
the foot, is made up of different parts, each with different 
principles of function or action. 

Thus it begins: with an intimate knowledge of the com- 
plex “engineering” of the foot. These engineering prin- 
ciples are adapted to the last, and thence to the shoe. 
The end result is a shoe that conforms to, and does not 
conflict with, the natural, healthy function of the foot. 

It becomes clear now that the Schwartz-Heath team 
had not approached last and shoe design simply with 
an idea, but with a formula of ideas, centered around the 
functional foot. Each of the ideas in the formula had 
been meticulously investigated and proven by test. The 
whole formula was therefore established scientific fact, 
not theory—and thus has become something distinctly 
unique as an approach in last and shoe design. 

Some of the findings of these remarkable studies over 
the 32-year research period are genuinely revolutionary. 
They virtually demand a fresh approach to last and shoe 
design. Let’s examine some of the highlights uncovered 


by these researches. 


The Rearfoot and Pronation 


It’s been a long-held belief by shoemen and doctors 
alike that pronation of the foot is caused by weakened 
muscles and ligaments of the foot and leg, or by weakened 
arches. It’s also an accepted belief that this pronation is 
an “abnormal” condition; that some people acquire it, 
but most don’t. And further, it’s generally believed that 
the way this condition is “corrected” is by “supporting” 
the arch with a wedge or similar device. 

Now the Laboratory has given us a completely new 
insight into the pronation problem—and has done so 
with recorded and It advances a 
revolutionary scientific fact: pronation of the foot is 
normal. (By “normal” is meant that most people have it 
—though it isn’t healthy. For instance, most people have 

(CONTINUED ON PAGE 72) 
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Prices: What Retailers Think 
(CONTINUED FROM PAGE 42) 


by stating they would look around “to a limited extent.” 
But no deep-seated dissatisfaction was apparent. 

Of course, the industry produces millions of shoes each 
year, but the retailer must sell them pair by pair. How 
will the consumer react when the full impact of the new 
prices hits him? Sellers are apprehensive. 

A total of 56 per cent of those responding expect some 
resistance at the fitting stool. Of these, 38 per cent see 
consumer resistance mounting to an ominous level. 

Will the consumer then cut his shoe purchases? As 
many as 34 per cent think there will be some reduction 
in shoe Understandably, contemplating 
lower per capita pairage makes retailers sore. 

One said, “Much could be done to hold costs down; 
this is a wild race to see who can change the last most 


consumption. 


often.” 

What's to be done? Retailers revolt at the suggestion 
quality downgrading might be an answer. More than 
85 per cent resoundingly checked “no” in the RECORDER 
survey. Retailers fear this path loses customers. 

Likewise, retailers’ ire is raised by the current hide 
situation. While 41 per cent agree that price increases 
are justified at the manufacturer’s level, few even pretend 
to understand how the shortage of hides became so 
acute. 

Their comments include: “Leather prices are not justi- 


fied in the light of cattle prices,” and “Prices are justi- 
fied on the basis of leather costs, but I fail to see the 
justification for the rise in hides and leather.” 


Prices: What Manufacturers Think 
(CONTINUED FROM PAGE 42) 


However, many tempered their affirmation with com- 
ments like: “Only those leathers where prices have gotten 
way out of line,” or, “Will use synthetics where they will 
not influence the wearing qualities of shoes.” 

The seriousness with which the current spiral in prices 
is viewed by manufacturers is perhaps best realized in the 
response to the following question: 


23 Per Cent Expect to Lose Accounts 

“Do you expect to have any appreciable loss of your 
present retail accounts because of the higher prices and 
the reluctance of retailers to move into higher price 
A whopping 23 per cent flatly said “yes”; 
few chose to make a written comment. 

But if manufacturers anticipate injury to come out of 
their problem of rising costs, they plan to come back 
fighting. Logically, severed accounts would require new 


brackets?” 


resources. Fully 53.5 per cent of the manufacturers plan 
to pick up accounts that have stepped down from the price 
brackets above theirs; another 11 admit they have high 


hopes. (CONTINUED ON NEXT PAGE) 
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What about leather prices, the factor behind the present 
anguish in the industry? Sixty-nine per cent look for 
some softening of leather prices over the next six months. 
Understandably, manufacturers made many of their most 
interesting comments here. 

These included: “Yes, but not enough to help the pres- 
ent price structure,” and, “No, do not see how they can 
continue to hold even at present prices,” and also, “Yes, 
there seems to be a little softening already.” 


Editorial 


(CONTINUED FROM PAGE 33) 


Consumers will take overdue higher shoe prices in 
stride. They are paying more for most items in the market 
basket than they did five years ago. In shoes they will 
continue to get performance values far in excess of those 
they receive in most consumer goods. 

The easy way is to hold with the traditional pricing 
practices. To adjust prices realistically with market 
changes is to be modern and progressive. When price 
lines are held by selling cheaper merchandise or reducing 
the quality of an accepted line, it’s time for the customer 
to beware. Wary customers have a sorry habit of not 
coming back for more. 

This is a lesson that the automobile industry has learned. 
The consumer shows little loyalty for last year’s leader. 
People are buying more expensive cars not out of free 
choice. They realize that to get quality comparable to 
that which they received five years ago, they must pay 
substantially more today. 

There is an old saying, “not at these prices.” It goes 
for cars, it goes for food and it’s coming for shoes. 


What’s Behind Hide 


and Leather Prices 
(CONTINUED FROM PAGE 51) 


occurred during the present situation. But it is diffi- 
cult to put a finger on such activity. Conditions as 
prevailed in the first quarter of 1959 encouraged 
speculation, and to what extent this actually took place is 
very difficult to determine with so many rumors spreading 
throughout market centers. 


Q—What would you estimate to be the number of cattle 
hides necessary to ease the currently tight situation? 
How many goat skins? 

A—lIt is my belief that as soon as pipelines are filled 
and supplies of hides catch up to demand the situation 
will be eased materially. It is difficult to estimate the 
quantity of hides required for such position because data 
are lacking on inventories, demand, business on hand, new 
business, etc. 


Q—Looking back over the past 10 years, would you say 
that foreign and domestic hides have fluctuated more than 
other basic commodities? 

A—lIt is my opinion that hides have not fluctuated to as 
great a degree as other basic commodities. In fact, com- 
parable price data for recent years show that hides have 
been comparatively low in price as compared with other 
basic raw materials during the same period. 


Don’t overlook that all important phone in your store. 
Whenever you make a sale, fill out a card with name, 
address and PHONE NUMBER of the customer. Then 
phone him or her a week or so after the sale, inquiring 
how the shoes fit. Such a follow-up makes a “perennial 
patron” out of a “one-timer.” 
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Functional Footwear 
(CONTINUED FROM PAGE 68) 


tooth cavities, which is normal, though it isn’t healthy.) 

The great majority of people, from infants to aged 
adults, have some degree of foot pronation. This condi- 
tion, if left uncorrected from early childhood, develops 
into varying degrees and types of foot deficiency over 
decades of foot use. 

Now, we find an anatomical curiosity in the foot. The 
heel bone is not positioned directly in the center, beneath 
the center of gravity of falling weight through the leg 
bones. Instead, the heel bone is positioned about 54 inches 
to the outside of the foot. Thus, when the body weight 
comes down through the leg onto the foot, this weight 
falls into an empty space or “vacuum” beneath. 

This falling weight onto the off-center heel forces the 
heel bone to pronate (a rolling- twisting motion) to the 
inside. (See Figure 8, P. 66.) This in turn creates a torsion 
or twisting of the whole foot. The ankle tips in, the long 
arch “falls.” the forefoot turn outwardly. Keep in mind 
that this occurs with most feet, from a mild to a severe 
degree. And the efficiency and well-being of the foot is 
affected to a corresponding degree. Further, this places 
torsional stresses on the shoe, forcing it out of shape. 

Muscle exercises have long been prescribed for the 
correction of foot pronation. But the Laboratory demon- 
strates conclusively that muscle strength has little, if any. 
effect on pronation. For example, ballet dancers, or others 
with exceptional development of foot and leg muscles, 
are shown to pronate habitually on standing or walking— 
in the same way as persons with only average muscle 
development. (See Figure 9, P. 66.) 

On the other hand, individuals are occasionally found 
with weak foot-leg muscles, but with no pronation. The 
Laboratory has had under study for 15 years a man who 
has lost all muscular power in one leg. Yet the foot of 
this leg has no pronation at all. 

Actually, there’s only one muscle in the leg (the 
posterior tibial) which could possibly correct pronation. 
This muscle comes down the back of the leg and forms 
a sort of sling under the inner long arch. Thus, a strong 
posterior tibial muscle would seem to act like an arch 


support, preventing pronation. But it doesn’t. 


The Laboratory has measured a step by hundredths of 
a second. It has found that the posterior tibial muscle 
begins to contract—that is, tighten its sling-like action 
—about 3/100ths of a second before the heel strikes the 
ground. Now, 18/100ths of a second later, or only one- 
fourth of the way through the step, the muscle relaxes. 
That is, it quits working. This means that no matter how 
strong this muscle is, it plays very little role in supporting 
the arch or preventing pronation. Each average step has 
a duration of two-thirds (.67) of a second. The Labora- 
tory has succeeded in recording this split-second step into 
a series of hundredths of a second. Never before has such 
precise information been available in an examination of 
pronation in relation to walking. 

Now, to prevent this “normal” foot distortion we call 


13. Conventional lasts (left) are usually made with flat heel seats, 
and with only slight curvatures of the side lines. Such lasts and shoes 
don’t conform to the structural and functional needs of the normal foot. 
Thus, they don’t resist the tendency of the foot to pronate on weight- 
bearing. 


16. Note that last (right) is specially designed to accommodate wedge- 
like inlay. Note sharp curve under inner heel of last. This space is 
filled by inlay, which becomes integral part of shoe. If same inlay 
were used on a conventional last (or shoe), results would be relatively 
ineffectual. Last must he specially designed to accommodate inlay. 








14. Wedges and “cookies” are ordinarily used to “correct” or pre- 
vent pronation (right). But because adequate knowledge of the func- 
tional foot was lacking, these devices have expressed no practical prin- 
ciple. They vary greatly in design, construction, material, and there 
is usually little uniformity in their application to the shoe. The Gait 
Laboratory, however, utilizes oscillograephic records from its researches, 
to devise inserts of exact precision for maximum effectiveness. 

15. Research shows proper type and placement of insert (left). It’s 
placed under the inner half of the heel, and extends from back of heel to 
ball. This results in resistance of foot to torque and pronation, also main- 
tains proper relation between foot and leg for efficient foot balance. 
Such shoes don’t go out of shape with wear. 


pronation, it’s first necessary to “lock” the heel bone 
so that it lines up properly with the leg and can’t roll 
inward with weightbearing. Says Dr. Schwartz, “Under 
the influence of the average conventional shoe, or when 
barefoot, these normal feet usually pronate both in stand- 
ing and walking. Pronation brings strain not only on the 
foot and shoe, but frequently strains the entire gait 


mechanism.” 

Can’t this “locking” of the heel be accomplished by 
use of an arch support or a wedge inserted under the 
inside line of the heel, as is common in many feature or 
corrective-type shoes? Theoretically, yes, says the Labora- 

(CONTINUED ON PAGE 76) 
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Baker Reporting 
from Washington 
(CONTINUED FROM PAGE 14) 


Up to now, four per cent unem- 
ployed has been considered “nor- 
mal.” 

What’s happening: Our rapidly 
expanding population is turning out 
more workers than there are jobs 
to be filled. Add this to the spread 
of more automatic production ma- 
chines and the result is an upsurge 
in jobless totals. 


Result: Total U. S. unemploy- 
ment is likely to climb to a 5-mil- 
lion-plus in 1960. Currently, it’s 
down to about 4.2 million, down 
from last winter’s high of 4.7 mil- 
lion. 


Two more shoe manufacturing ex- 
ecutives have agreed to serve the 
government in time of war or emer- 
gency. They are Fred E. Gaissert, 
of Palizzio, Inc., New York City, 
and Nathan Stix, of United States 
Shoe Corp., Cincinnati, O. 








True, they have different jobs — and prefer different sports. But there's 
one thing they all need in common: WATERPROOF Dunham's Durofiex! 
it's the only footwear style thot fits profitably into every ‘‘outdoor sales’ 
setting — for more reasons than one: 


They're Waterproof — and guaranteed to stay waterproof! Seamless 
vulcanized construction! Soft, flexible Syifiex-tanned leather (no breaking- 
in)! Rugged waterproof cork sole with traction-tread! PLUS — aggressive 
advertising and merchandising to help you make the most of today's most 
exciting service shoes: Dunham's Durafiex Waterproof! 


For complete information, write today. 
DUNHAM BROTHERS COMPANY, Brattleboro, Vermont 


Distributed in the East by DUNHAM BROTHERS COMPANY, Brattleboro Vt. 
— in the Midwest by AINSWORTH SHOE COMPANY, Toledo Ohio 
— in the Southwest by B. ROSENBERG & SONS, New Orleans, Lc. 





Addition of these officials to the 
government’s “executive reserve” 
brings to 38 the number of footwear 
or leather industry officials who 
have agreed to help operate emer- 
gency government programs if and 
when the need arises. 

The total number of executives 
who have signed up from all indus- 
tries (including footwear and 
leather) now stands at 1,020. 

Shoe and leather officials willing 
to serve the government in time of 
war or emergency should communi- 
cate with J. G. Schnitzer, director 
of the Leather, Shoes and Allied 
Products Division, Business and De- 
fense Services Administration, U.S. 
Department of Commerce. 


An employer cannot seek damages 
in state courts against union picket- 
ing—even illegal picketing under 
federal law—unless violence is in- 
volved. 

This new limitation on state con- 
trol over unions, laid down by the 
U. S. Supreme Court, sharply limits 
the effect of previous high court 
decisions. 

The Supreme Court ruled that a 
state court has no power to assess 
damages against a union for peace- 
ful picketing, or other activities un- 
less they are “marked by violence 
and imminent threats to the public 
order.” 

This applies, the court said, re- 
gardless of whether the actions vio- 
late federal law. It also applies ir- 
respective of whether the National 
Labor Relations Board declines to 
enter the dispute, or even rule on 
the legality of a particular activity. 


Labor officials in Washington are 
increasingly irked with this year’s 
Congress. They are not getting any- 
where near the cooperation they 
had expected. 

Right after last November’s elec- 
tions, union officials were gleefully 
predicting they’d get just about 
everything they wanted from the 
new Congress. In fact, many labor 
executives warned their underlings 
against trying to cash in too early 
on what looked like a very fruitful 
year for new labor legislation. 

It hasn’t worked out that way. 
An unexpected coalition of South- 
ern Democrats and conservative Re- 
publicans is hampering success of 
many of the labor leaders’ cher- 
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ished programs. With this year’s 
legislative session about two-thirds 
completed, labor lobbyists have 
thus far failed to win their “mini- 
mum” program. 


A host of new small business 
measures is piling up in Congress. 
Few, if any, will pass this year. But 
they will be pending next year, 
when chances will be better. 

Among the latest bills to help 
small firms are seven measures 
sponsored by Sen. Hubert Humph- 
rey, D., Minn. Three are technical 
amendments to the antitrust laws. 
The others would: 

Establish a graduated income tax 
to give substantial tax cuts to small 
corporations by cutting the tax rate 
on profits under $100,000 a year. 

Strengthen the prohibition against 
sales of goods at “unreasonably 
low prices” where the effect is to 
destroy competition. 

Provide disaster loans to small 
firms forced to relocate because of 
federal highway construction. 

Prohibit loss-leader selling. 

The tax proposal is not likely to 
be considered until next year, when 
all taxes will come under study. 

The antitrust proposals would: 

Prohibit a firm from waiving its 
rights to private enforcement relief 
under the antitrust laws. 


illegal on the part of major sup- 
pliers to require their leasees and 
contract dealers to waive their legal 
rights to sue for damages resulting 
from their suppliers antitrust vio- 
lations.” 

Protect the rights of small firms 
to sue for triple damages under the 
antimonopoly laws, even where the 
Justice Department has concluded 
a case with a “consent judgment” 
under which a defendant company 
agrees to comply with government 
demands without a court order. 

Require publication of terms of 
antitrust judgments and orders in 
the official government “Federal 
Register.” 


Any firm that wants to raise its 
prices should be forced to give 60 
days’ notice, the AFL-CIO United 
Auto Workers tells a congressional 
committee. 

The union stated this position re- 
cently in a public hearing on pro- 
posals that call for a waiting period 
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before price advances can gu into 
effect. 

Most industrial management ex- 
ecutives oppose such a law. To deny 
management the right to adjust 
prices up or down—depending upon 
costs, competition, and other fac- 
tors—is to deny basic economic 
freedom, it is pointed out. oo 


Retail Trade News 
(CONTINUED FROM PAGE 58) 
and also a walking-type shoe. 


Men’s shoe business was said to 
be “holding its own.” While some 


stores reported interest in lighter 
weight shoes, others said that there 
was no demand for this type of shoe. 
Sales were about 50-50 between 
black and very dark brown, with 
few sales reported in the lighter 
browns and tans. Interest in square 
toes was nil. Sales of casual types 
with rubber and crepe soles also be- 
gan to perk up along with golf 
shoes. In the better shoes both slip- 
ons and tie styles were being sold. 
In children’s shoes canvas num- 
bers were being bought heavily, 
and white also was strong, the lat- 
(CONTINUED ON PAGE 81) 
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would remove “all doubt that it is | 
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POPULAR 
DEMAND 


ie 
M\Aewredie 


THE KEY TO FOOT-BALANCE ° 


IN STOCK 


No. 4051 
Brown 


Now hard to fit customers 


can enjoy the new shock-absorbing features of 


the famous Hack Ripple’ Sole, plus the guaran- 


teed comfort of Alden-Pedic’s exclusive Foot- 


Balance” design. There is a place in every family 


shoe store for our famous Foot-Balance’ Shoes. 


Cc. H. ALDEN SHOE COMPANY 
Custom Beolmahers Gua 1884 


BROCKTON, MASSACHUSETTS 
netacaaeDaet i ORE I 


75 





23 


customers 











HERE’S HOW ONE SHOE DEALER DOES IT: 
“I keep a pair of ShoeKeepers by each fitting stool. When I 
take off the customer's shoes, I put the trees in his old shoes. 
Never a word is said. When the customer decides on the 
shoes he'll buy, I take the trees out of his old shoes, just 
saying: “You'll want to safeguard your investment, to protect 
the shape of these fine shoes you just bought. Shall I leave 
the trees in your old shoes or put them in the new ones you 
bought?” Works like a charm 2 out of 3 times.” 

. ‘ ° 
*/f you havent recented, ( your 1989 Calkalog... 
clip and mail the coupon so that we may rush it to you. Contains 
new styles, display information and timely, money-making ideas. 


ROCHESTER SHOE TREE CO., INC. 
P. O. Box 36, Beechwood Station, Rochester 9, N. Y. 


Gentlemen: 
Please send me your new 1959 ShoeKeepers’ catalog. 
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Functional Footwear 


(CONTINUED FROM PAGE 72) 


tory. But in actual practice it doesn’t work—and for 
several good reasons: 

(1) Because any construction to be effective in walking 
must start to work at the very beginning of the step, 





when the heel strikes the ground. 


| 
| 
| (2) Because the shape and size of shoe lasts vary so 


| much that no single wedge design could be equally effec- 
tive in all. 


17. Left photo shows special plastic inlay. Note relation of inlay to 
insole. Inlay extends from back of heel to just in front of ball, along 
inner border. Right photo shows how inlay inserts into innersole. 


(3) Because the shape, size, material and placement of 
these “supports” vary so widely that they cannot all pos- 
sibly exert equivalent control of pronation. 





(4) Because the heel shape of most conventional shoes 
| fails to provide a good grip on the heel of the foot. 
| Wedges added to the inside border of the heel can and 
| do change the alignment of the shoe—but the heel of the 
| foot continues to pronate inside the shoe. 

| (See Figures 10, 11 and 12, P. 68.) 

One important place where the functional last differs 
| from the conventional last is at the base of the heel. The 
|conventional last usually has a flat or almost-flat heel 
| base, as against the specially contoured shape of the func- 
tional last. The heel of the foot pronates on such a flat 
base. Some shoes are made on lasts with a so-called 
“cupped” heel. But the side edges of the cup are sym- 
metrical or identical. The Laboratory says this serves 
no constructive end because it doesn’t conform to the 
| structural and functional requirements of the foot heel 
|any more than does the flat-heel last. 

This can’t be “compensated” by use of a wedge in the 
shoe under the inner arch or heel, as is commonly done. 
| Why? Because the last isn’t designed to accommodate 
| the wedge—as well as for other reasons cited above. The 
(CONTINUED ON PAGE 78) 
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THIS MONTH 


Mid-Continent Shoe Travelers Associa- 
tion, Fall Shoe Show, Biltmore Hotel, 
Oklahoma City, Okla. .....May 17-18 

Pennsylvania Shoe Travelers' Associa- 
tion, Fall Shoe Mart, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 

May 17-20 

Boston Shoe Travelers Association, Fal! 

Shoe Show, Parker House, Boston 
May 17-20 

West Coast Shoe Travelers’ Associates, 

Fall Shoe Show, Alexandria and Bilt- 
more Hotels, Los Angeles......May 17-20 

Michigan Shoe Travelers’ Club, Western 
Michigan Shoe Fair, Pantlind Hotel, 
Grand Rapids, Mich. .. 

Accounting and Office Management 
Clinic, National Shoe Manufacturers 
Association, Statler-Hilton Hotel, New 
LC, Seer Pe ee hae May 21-22 

Central States Shoe Travelers, Heart of 
America Shoe Show, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 

May 24-26 


JULY 


Michigan Shoe Travelers’ Club, Summer 
Shoe Fair Caravan, Statler-Hilton 
Hotel, Detroit ....July 12-14 


Baltimore Shoe Club and Associated 
Shoe Travelers of Baltimore, Baltimore 
Shoe Show, Lord Baltimore Hotel, 


Baltimore ..July 12-15 


AUGUST 
Allied Shoe Products and Style Exhibit, 


Spring and Summer, New York Trade 
Show Building, New York City August 1|-4 
National Shoe Fabrics Association, 
Spring-Summer Trade Show, Hotel 
Lexington, New York .... . August 2-5 
Leather Show, Spring and Summer, Tan- 
ners’ Council of America, Waldorf- 
Astoria, New York weeeee.. August 4-5 
Merchandising Clinic, Notional Shoe 
Manufacturers Association, Statler- 
Hilton Hotel, New York . .August 6-7 
Midwest Shoe Travelers’ Association, 
Holiday Shoe Market, Hotel Mor- 
rison, Chicago August 9-12 


SEPTEMBER 


Michigan Shoe Travelers’ Club, Michi- 

gan Shoe Fair, Statler Hilton Hotel, 
Detroit .... ; ..September 13-15 

Miami Beach Shoe Show, Deauville 
otel, Miami Beach, Fla.. .September 26-30 

New England Shoe and Leather Asso- 

ciation, Advance Spring Market 

Week, Hotels Statler Hilton and 

Sheraton-Plaza, Boston 

September 26-October | 


OCTOBER 


Shoe Manufacturers’ Association of 
Canada, Annual Canadian Shoe and 
Leather Fair, Sheraton-Mount Royal 
Hotel, Montreal October 4-8 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Morrison, Conrad Hil- 
ton and Congress Hotels, Chicago 

October 25-29 


= 


J sons operate Detroit's Hack shoe stores. 





May 15, 1959 


Ernest Dornbush, shoe buyer for 
Gimbels New York 
area stores, has 
been promoted to 
merchandise man- 
ager of the acces- 
sories division, in- 
cluding women’s 
shoes, for Gimbels 
New York. His 
former duties have 
been divided: 
Charles Stein has 
been named buyer 
in charge of all fourth-floor shoe 
departments, including better fash- 
ion shoes, comfort shoes and better 
casuals. Harold Gaber will be in 
charge of the street-floor shoe 
“Boot-ique” and the slipper and 
playshoe bars on the street and 
fourth floors. 


Virginia Marshall of the St. Louis 
| staff of BooT AND SHOE RECORDER 
addressed 150 members of the Bronx- 
ville, N. Y. Newcomers Club at a 
| luncheon meeting recently. Under the 
| title, “Goody! Two Shoes,” Mrs. 
Marshall described styles and pat- 
terns of next fall’s shoes which will 
fit most advantageously into the life 
and activities of the typically subur- 
ban woman. The Newcomers Club 
is a “get-acquainted” organization 
for women. 


ERNEST DORNBUSH 





Mel Middleton has been appointed 

| manager of the Shoe Salon at Leo 
C. Ward, Inc., “the store of spe- 

| cialty shops” in Fort Wayne, Ind. 


The Hacks—Morton, Nathan and Leonard 
(left to right)—are the first three mem- 
| bers of a Detroit area family to have 
taken out life memberships simultane- 


ously in The 210 Associates, industry 
charitable organization. Sam _ Kotzer, 
| "210" regional chairman, signed them up. 
| Nathan is inventor of Ripple Sole. His 





e About Shoe People 


He will also serve as buyer. He 
formerly was associated with Fa- 
mous-Barr Company, St. Louis. 


Robert Roehm, a member of the 
pioneer “shoe family” of Washing- 
ton, Ill., has opened a self-service 
shoe store, The Annex, in that com- 
munity. His father, Julius, 93, is 
still active in the main Roehm Shoe 
Store. It stands on the same site 
where his own father started the 
city’s first shoe store in 1865. 


O. Bert Pluto’s collection of over 
200 shoe horns has proved the 
source of an unusual window dis- 
play at his Pluto Shoe Store, Man- 
kato, Minn. Mr. Pluto has shoe 
horns made from steel, wood, cop- 
per, nickel, brass, leather, glass and 
plastics. They come from Scandi- 
navia, Germany, the Netherlands, 
Great Britain, France, Switzerland, 
Israel and South America, as well 
as nearer home. 

2 eo ee 

William Hoxie has assumed duties 
as manager of the J. S. Schramm 
Company shoe department, Burling- 
ton, Ia. Mr. Hoxie, who came to 
Burlington from Beloit, Wis., has 
been in the shoe business 11 years. 


Glynn Waldrop has been named 
manager of Latimer’s Shoe Store, 
Texarkana, Ark. In the shoe busi- 
ness for 18 years, he moved to Tex- 
arkana from Tyler, Tex. 

e 2 . 

John Justin, Jr., 42-year-old pres- 
ident of the Justin Boot Company, 
has been elected to the City Coun- 
cil of Fort Worth, Tex., in his first 
bid for political office. Fellow coun- 
cilmen named him Mayor Pro-Tem, 
to whenever the 
mayor is absent. 


serve regular 


Charles Lester Dale, shoe buyer 
and manager of the third floor 
salon of Livingston Brothers, San 
Francisco, has retired after serving 
since 1928. Mr. Dale also had been 
buyer for better shoes in Living- 
ston’s two branches at Stonestown 
and in the Palo Alto shopping cen- 
ter. He will be succeeded as buyer 
by Theodore Budge, who joined the 
company in 1949. 





Number 2378 — 
two-eyelet Moc- 
casin with quilted 
vamp and quilted 
inserts in quarter. 


Number 2382 — 
italian-type Loafer 
with quilted vamp 
and quarter and 
smooth swirl overlay. 


More Reasons 
why the Broadway is 
A Fast Profit Line 


These two high style numbers re-emphasize 
what smart retail shoe men have known for 
years. When you want fast turnover and a 
good profit margin, too, you just can't beat 
J. W. Carter's Broadway Line. 

If you want more information on America’s top 
values in medium priced dress shoes and work 


shoes for men, write or call 


J. W. CARTER COMPANY 


NASHVILLE, TENNESSEE 


Functional Footwear 
(CONTINUED FROM PAGE 76) 


best that’s accomplished, says the Laboratory, is an illusion 
of correction. Moreover, a wedge alone is not an end 
in itself. Other changes in the last are necessary to make 
the wedge at all effective. That is, the special design of 
the heel base of the last, plus the wedge inlay, are only 
part of a formula of requirements, in the functional last. 
(See Figures 13, 14, 15, 16, p. 72.) 

Incorporated in the functional shoe is a special plastic 
inlay that extends from the back of the heel seat to just 
behind the ball, along the inner border. This is not in 
any sense an “arch support.” It is a “control” mechanism 
lo prevent pronation, to keep the heel of the foot properly 
stabilized. (See Figure 17, p. 76.) 


It isn’t to be confused with the “wedge” used in some 


_ shoes as an anti-pronation insert. As pointed out earlier 


by the Laboratory, such wedges aren’t effective, largely 
because of the design of the last. But in functional shoes 
the last is designed to incorporate this vital inlay. This 
makes all the difference between effectiveness and non- 
effectiveness. 


(Note: The second article on “Functional Footwear” 
will appear in the next issue of BooT AND SHOE 


| RECORDER. ) 








FIDELITY 
IN STOCK ¥ 
Write for catalog 





WILBUR COON 


SHOES 
BATAVIA, N.Y. 





Boot and Shoe Recorder 





Manufacturing News 

(CONTINUED FROM PAGE 63) 
is probably the major reason. However, many retailers had 
delivery problems this past spring. Early delivery is essen- 
tial to capturing the back-to-school business, which can 
begin in late July. 

The August to January selling period is traditionally 
the strongest in the retail shoe business. Retailers are 
buying on the basis of expected increases of from five to 
eight per cent. Spring business has been excellent in most 
areas. This trend is expected to continue for summer sell- 
ing, and to strengthen with the impetus of back-to-school, 
heavy duty, and other fall selling types. 

Certain style factors are expected to help gain extra 
pairage. Outstanding is the boot trend in men’s, women’s 
and children’s. Several top volume retailers see the boot 
as one of the best innovations in a long time, offering great 
promotional opportunities, and resultant extra pairage. The 
boot has filled a void in the women’s sport, tailored and 
casual field. It should spice up the children’s end. For 
men, the increase in style provide a much needed boost to 
the choice available in men’s leisure footwear. 

The price problem however, cannot be ignored. It’s a 
universal problem and reaches into all segments of the 
industry. This is true whether it’s high or low end mer- 
chandise, volume or chain stores, or independent retailers. 
Decision as to how much to raise current prices is most 
acute just now for the major mail order houses. Most 
retail outlets can wait until August for final pricing on fall 
shoes. However, most catalogs are now being closed, so 
that final pricing must be done now. 

Price increases are seen as a further squeeze on the 
cost-profit ratio—particularly if there should be consumer 
resistance and a consequent drop in volume. 

Independent retailers are particularly hard hit, because 
the situation changes so rapidly that it is confusing. Their 
chief complaint is that the mark-up margin is being nar- 
rowed to the danger point. Some increases are as much 
as 65 cents a pair, yet retailers believe that they cannot 
safely raise prices more than a dollar. 

There is little inclination to downgrade, except for some 
of the very low end chains and mail order outlets. Demand 
for low end merchandise is increasing, however. All low 
end factories, both in leather and synthetic shoes are run- 
ning at capacity and could take more business if they had 
the production facilities. There is little evidence of switch- 
ing to lower price lines except for children’s shoes. 


It seems that an artist in ancient Roman Times, named 
Apelles, habitually exhibited his canvasses in front of his 
studio while he himself remained hidden, so that he could 
listen to censure or praise from the passers-by. One day 
a shoemaker criticized the omission of a latchet from a 
sandal. He came back the next day and found that his 
remark had been acted upon, and immediately acquiring 
self confidence, began to question the drawing of the leg. 
That was too much for Appeles, who showed himself at 
once with the retort that has been a proverb in all lan- 
guages since: “Let the cobbler stick to his last.” 


Just about the quaintest name that an overshoe ever had 
was “frost,” and its design was ingeniously simple: It 
consisted of a sole that was strapped over the shoe, and 
was set with spikes so that the wearer could clomp along 
on slippery ice. Another style was only a half sole which 
had two sharp iron ridges. One was set down its length, 
the other was placed across it. This overshoe was worn in 
the early 18th century and is mentioned in a letter which a 
man named Judge Sewall wrote on January 19th, 1717: 
“Great rain and very Slippery,” he comments, “was fain 
to wear Frosts.” 
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BABY FEET 


HAND LASTED 


BABY SHOES 


PRE-WALKERS 


For the carriage age, 
soft, flexible hand-last- 
ed Buntees . . . let little 
toes grip and grasp. 
Moccasins were Amer- 
ica’s first baby shoe. 


INTERMEDIATES 


For the play pen stage 
Buntees give maximum 
foot freedom. Smooth, 
one-piece vamp, mould- 
ed counters and flexi- 
ble NIVTOP soles cover 
the foot without restrict- 
ing development. 


LEARN-TO-WALKS 


For romping, rambling 
and those first steps, 
Buntees maintain all the 
basic features of foot 
freedom, plus a Good- 
year stitched leather 
midsole for added sta- 


bility. 


R. J. POTVIN SHOE CO., BROCKTON, MASS. 





Profile: Agnes 
and James Haselton 
(CONTINUED FROM PAGE 38) 

That was when the owner, George 
E. Peirce, Sr., fifth generation of 
the founder, Jacob Peirce, applied 
the Indian proverb: “Fool me once, 
shame on you. Fool me _ twice, 
shame on me.” He moved to a sec- 
ond fioor location in the same build- 
ing. With him went his two em- 
ployees, Arthur D. LeVasseur and 
Mrs. Agnes Haselton. The latter 
had joined the organization the pre- 
vious year, as bookkeeper. 

When Mr. Peirce died in July, 
1945, he left the business and the 
use of the Peirce name to these two 
employees. This was the first time 
the business had been owned by 
anyone other than the Peirce 
family. 

The two partners were keenly 
aware of their responsibility. They 
carried on in the same manner and 
tradition as the Peirce family had 
done before them. They continued 
to carry the same lines of men’s 
and children’s shoes; and rendered 
the same courteous, helpful service 
to their customers. When Arthur 


LeVasseur died in 1955, Mrs. Hasel- 
ton became sole owner and shortly 
afterwards, her husband, James, 
joined her in the business. 

In 1956, the Haseltons moved 
from the downtown location to their 
present site at 725 Hope Street in 
Providence .. . a neighborhood lo- 
cale. The shop is in the city’s high 
income residential section, known 
as the East Side. This move in- 
creased the business, mainly be- 
cause of the store’s own parking 
area and free street parking. The 
present store has 500 square feet. 

James A. Haselton, now president 
of Thos. Peirce & Son, Inc., says: 
“This store has served generation 
after generation. It has on its 
books many family names whose 
members played important roles in 
our early history. About 75 per cent 
of our trade is repeat customers. 
We also have a very profitable mail 
order business ... orders coming 
from a great many states across the 
country as well as foreign coun- 
tries. There is a special customer 
on our books, who lives in Japan 
and has been active for many years. 
He orders several pairs of shoes 





BEST FITTING 
Children’s & Teens’ Shoes 
UNDER THE SUN! 


And—they're IN-STOCK .. 


. all 101 of them 


. available for IMMEDIATE DELIVERY! 
Interested? Send for our New catalog 


... it’s free for the asking! 


RED ELK 

OXFORD 

C789: Fringe Tongue— Spring Heel, 8!/-12, B-EEE 
K700: Piain Tongue— Spring Heel, 4-6, B-EE 
F700: Plain Tongue— Spring Heel, 6!/2-8, B-EEE 


SADDLE 

OXFORD 

L215 “R-ex'': Black/White "Bai," Thomas Heel; 

6-10 AAA, 5!/2-10 AA, 5-10 A, 4!/-10 
B-EE 

CéI5 ""R-ex"': Blue/White ‘'Blucher,"' Thomas Heel; 
8!/.-12 A-EEE 

M6I5 “R-ex"': Blue/White ‘'Blucher,"’ 

12'/2-3 A-EEE 


Thomas Heel; 


Julius Altechul, Que. 


117 GRATTAN STREET - 


CELEBRATING OVER 60 YEARS 
OF FAITHFUL SERVICE 


BROOKLYN 37, N.Y 


Own 


HY 7-4500 





each year.” 

The country’s oldest retail shoe 
store substantiates the value of 
selling nationally branded, good 
quality merchandise. This 192-year- 
old store stocks men’s shoes in a 
price range of $9.95 to $26.95—with 
the major portion of the selling 
concentrated in the $11.95 and 
$23.95 price brackets. Children’s 
shoes are also carried and the price 
is determined according to size... 
starting at $4.95. 

“Every shoe we sell is a nation- 
ally branded shoes,” says Mr. 
Haselton. “I think our record of be- 
ing the oldest shoe store in the 
United States proves that good qual- 
ity national brands mean satisfied 
customers and repeat business.” 

The Haseltons have three basic 
rules for a successful shoe opera- 
tion: “Know your merchandise. Sell 
nationally advertised brands. Have 
a fast manufacturer-in-stock ser- 
vice.” They both agree that expert 
fitting is tremendously important. 
So much so, that they let a cus- 
tomer go out of the store without 
buying rather than allow him to 
buy shoes that do not fit properly. 
They discuss and explain in detail 
why one shoe is the right last... 
the proper fit; and why the other is 
not. This creates customer confi- 
dence and accounts for the continu- 
ing, repeat business. 

Throughout the years, the Peirce 
store has been a constant adver- 
tiser ... using its ad budget in the 
Providence Journal, Providence Sun- 
day Journal, The Evening Bulletin, 
Providence Visitor and the Jewish 
Herald. It mails check-up cards 
to all customers. Thos. F. Peirce & 
Son does not run any sales, as such. 
Occasionally, they have specials on 
a few discontinued numbers. Mr. 
Haselton believes . .. and he bases 
his opinion on past performance... 
that people who get good bargains 
on discontinued numbers will re- 
turn to buy regular priced mer- 


| chandise. 


Another pet theory of James 
Haselton’s has to do with small 
business. He feels that small busi- 
ness can and should exert a na- 
tional influence. This can best be 
accomplished by getting together. 
He says: “It is very important for 
business people to join the small 
business groups, in order to pre- 
sent their opinions in an organized, 
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orderly way. As operators of small 
stores, we have no other opportu- 
nity to be heard. Small business or- 
ganization is not solely for the 
benefit of the small businesses of 
the country. It should serve the na- 
tion as a whole. Voice its opinions 
on national problems of all kinds. 
It’s good for the country to listen 
to the voice of small business.” 
We were so overwhelmed by the 
historic age of the store, we didn’t 
think to find out how old the Hasel- 
tons were. They have no children. 
Mr. Haselton’s hobby is woodwork- 
ing and Mrs. Haselton turns her 
spare time to reading and a bit of 
tennis. e$¢¢ 


New Hahn Store 
for Fast Service 
(CONTINUED FROM PAGE 47) 


section is medium gray and in the 
men’s a medium brown. 

Fitting chairs are upholstered in 
Naugahyde. Three colors of uphol- 
stery are alternated in the women’s 
section: charcoal, tangerine and 
antique white. In the men’s section, 
the colors are tangerine and beige. 

The front of the store’s exterior 
has a granite bulkhead beneath the 
windows with beige colored enamel 
top trim. Women’s shoes are dis- 
played in the front windows. At the 
rear of the store, there is a large 
L-shaped window in which men’s 
and children’s shoes are shown. 
There are entrances at both ends of 
the store. 

There are 54 stores in the ultra- 
modern Prince Georges Shopping 
Center, one of which is a Hecht de- 
partment store. The Hahn store is 
directly opposite the Hecht store. 

This is the 12th store in the rap- 
idly expanding Hahn chain. Nor- 
man Scheible, formerly with the 
Hahn store in the Seven Corners 
Shopping Center, is manager. ®@ @ ® 


Retail Trade News 
(CONTINUED FROM PAGE 75) 


ter for graduation and confirmation 
wear. Dirty buck continued as a 
leading seller in boys’ shoes. 


Philadelphia Retailing Reflects 
Vast Population Movements 


PHILADELPHIA shoe retailers 
are maintaining or increasing their 
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sales momentum. However, those 
who are maintaining and those who 
are increasing may be classified 
neatly in two groups. 

Philadelphia city neighborhood 
retailers are maintaining their vol- 
ume while their suburban brethren 
pull slowly ahead. 

The city is bedeviled by a phe- 
nomenon common to industrial cen- 
ters throughout the United States: 
productivity is up to its pre-slump 
volume but a great pool of un- 
skilled and semi-skilled labor con- 
tinues to walk the streets. 


The persons who make up this 
pool of unemployed are potential 
customers of city retailers; they 
have little money to eat on, and 
quite naturally shoe sales are suf- 
fering. 

Another factor influencing neigh- 
borhood shoe sales is that many 
neighborhoods have recently been 
inhabited by a former low income 
group. A high proportion of this 
group’s income is now directed 
toward house payments and hard 
goods. Soft goods, through neces- 
sity, are last on the list. eo 





Sales continue to RISE — 
up 10% for 1958! 


Shaw’s steadily rising sales figures 
are definite proof of a quality prod- 
uct at prices consumers can afford 
to pay! New retailers are constantly 
getting on the Shaw bandwagon, 
and enjoying all the profits and 
benefits that go with it. 


Our unique Trade Builder way 
of supplying you with OVER- 
NIGHT service from the over 60 
Shaw distributors in every sec- 

tion of the country, gives you 

low inventories and high profits. 
Shaw shoes offer you value 
equivalent to many shoes sell- 
ing for as much as $3.00 
more at retail! Regular NAT- 
ONAL ADVERTISING in lead- 
ing men's magazines helps 
pre-sell your customers on 





An outstanding NEW addition to the Shaw line. A golf oxford 
in soft, brown glove leather. Goodyear moccasin five eyelet 
Blucher pattern, Nylon stitched, right and left quarters, steel 
arch, brown Neolite sole with CALKS, on our No. 10 Combina- 
tion last. IN-STOCK to retail profitably at $12.95. 


NATIONALLY 
ADVERTISED IN — 


Post 
Outdoor Life 


Shaw's quality features, and 
brings you new customers! 


You'll enjoy steady sales 
at good mark-up, and your 
customers will keep repeat- 
ing — when you switch to 


MECHANICS WRITE TODAY for the name of your 
nearest Shaw Trade Builder distributor, 
and our new Spring flyer and catalog, 
showing our complete line of men’s cas- 
ual, dress, work and comfort shoes. 


M. T. SHAW, Inc., Coldwater, Michigan 
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Plastic Shoe 
(CONTINUED FROM PAGE 53) 


or 200 operations to an average of 
10 steps. 

While molded shoes have been 
made before, the Tennessee con- 
cern is the only company following 
the advanced method employing a 
one-piece vinyl shoe base. The up- 
per portion is added to this, giving 
a wide variety of shoe styles, moc- 
casins, loafers, sandals, ballerinas 
and many others using the same 
base. 

The actual molding of the base is 
done by Southern Plastics and En- 
gineering Co. and the molded bases 
then are shipped to Winchester for 
completion. At the Southern Plas- 
tics plant in Greensboro, N. C., the 
pellets, about one-eighth of an inch 
square, are heated to 325 degrees. 
Then the liquid material is forced 
into molds under 900 pounds of 
pressure. 

Water circulating through the die 
quickly cools the plastic and the 
shoebase is ejected. The entire op- 
eration is automatic. The compli- 
cated mokding dies were made in 
the East under the supervision of 


Johansen, who is the son of the 
president of Johansen Bros. Shoe 
Co. of St. Louis, shoe manufactur- 
ers for the past 83 years. 

At the Winchester plant, trained 
workers insert a molded heel plug, 
cement in the lining and attach the 
upper. This may be done in several 
different ways, depending upon the 
effect desired. It may be sewed, 
attached by heat or by metal brads, 
as in the case of the sandals and 
certain types of other shoes. 

The new shoes already are in 
production and were publicly shown 
for the first time at the St. Louis 
shoe show. The children’s shoes 
are marketed under the trade name 
of “Orbits” and their retail price 
will be from $1.99 to $3.99 a pair, 
Caldwell stated. 

Orbits are available in 20 styles 
and 13 fashion colors. The color 
extends through the plastic. Cald- 
well said that the shoes do not 
scuff and are stain resistant. They 
can be wiped clean with a damp 
cloth and will not stretch. 

At the present time, about 25 per- 
sons are completing their training 
and getting production rolling in 


the Winchester plant. Soon 100 
persons will be employed on a sin- 
gle shift that can produce from 
4,000 to 6,000 pairs a day. A step- 
up to 10,000 or 12,000 pairs a day 
is seen. 

The plant represents an invest- 
ment of about a quarter of a million 
dollars. In addition to the opera- 
tions in the plant, some 500 to 600 
persons working in their homes will 
have an opportunity to increase 
their income. They will do the hand 
lacing of moccasins, for example, 
and there will be certain other of 
the final operations that can be 
done in the home and that require 
hand work. 

Several Chattanoogans and Win- 
chester and Tullahoma men are 
among the organizers and are the 
stockholders of Intercontinental, 
which is a Tennessee corporation. 

Intercontinental plans to add ad- 
ditional types of shoes to its line. 
It has applications for patents 
pending at the present time cover- 
ing a sandal with outer and inner 
soles vulcanized together and with 
straps protruding from the welt, 
and for a ladies’ rain boot made by 
the injection mold process. © @ ® 





Lightweight, durable 


Made of durable plastic to 
match today's lightweight foot- 
wear. Aero-lite trees 
weigh half as much 
as wood models. 
Made by 
America’s . . . 
Oldest Shoe Tree 
Manufacturer. 
With exclusive 
automatic spring 
fit. Order today. 


© 3 STANDARD SIZES 
© ATTRACTIVELY BOXED 


-) Le) 3 


(odile 


MEN’S 
TREES 





§ YOUNG 


Style #37I—BLACK SWIRL 
STEPIN 


BCD $4.50 
$5.10 


"2-7 
To-11 BCD 


for BOYS 
BIG BOYS 
YOUNG MEN 





© PRICED TO SELL AT 
$1.79-$1.89 WITH 
FULL DEALER PROFIT 


COMPANY 
BROCKTON. MASS. 


YOUNG BENDERS have that flair for style that appeals 
to youth and results in sales; YOUNG BENDERS have 
quality, too. Goodyear welt construction and many fea- 
tures that spell L-O-N-G wear and satisfied customers. 
At popular prices. 

made and sold by 


BENDER SHOE CO. SOMERSET, PA. 
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..- Salesmen on the Road 





by BERNICE S. DECKER 


Pressure for Earlier NSF 


PRESSURE for earlier National 
Shoe Fair dates is increasing among 
some segments of the shoe travel- 
ers’ division of the industry. 

The matter came up for consid- 
erable discussion at the midyear 
meeting of the National Shoe Trav- 
elers’ Association. The directors 
reaffirmed their position that the 
present dates are too late and are 
detrimental to the shoe traveler 
and to the industry at large. The 
point was made that staging of re- 
gional shows prior to the National 
Shoe Fair will be given serious con- 
sideration if a change is not made. 

Shoe travelers have been asked 
through the NSTA news to ask shoe 
retailers to write to the National 
Shoe Retailers Association endors- 
ing earlier dates. 


Noted Here and There... 


Fred K. Moncur of St. Louis, 
sales representative for Viner 
Brothers, Inc., Bangor, Me., has 


won the “Bermuda Contest” spon- 
sored by Viner for the representa- 
tive whose territory showed the 
largest percentage increase in ship- 
ments for spring 1959 as compared 
to the same period last year. Mr. 
Moncur and his wife will take the 
all-expense-paid Bermuda trip later 
on in the season. 
e e e 

Charles Havranck, one of New 
York’s veteran shoe travelers, has 
been in the shoe business since 
1895. He represents Swan Shoe 
Company, calling chiefly on the 
Fifth Avenue stores in New York. 
After 25 years with office headquar- 
ters on the seventh floor of New 
York City’s Marbridge Building, he 
is now in room 420 of the same 
building. 

Mr. Havranck was previously as- 
sociated with John J. Lattimer and 
Griffin & White. In both firms he 
was in the factory end of the busi- 
ness. 

+. fo a 

THE Boot and Shoe Travelers’ 
Association of New York is making 
a sharp break with tradition for its 
annual summer outing. A beach 
party and shore dinner will replace 
the golf outing. A family affair, it 


Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Creenwood Blvd., Evanston, Il. 


will be held at Gilo Beach, Long 
Island, on July 23. 
oO 7 * 

Jim Hoskinson, who represents 
the Buster Brown line in the New 
York area, has been discharged 
from the hospital and is convalesc- 
ing at his home in Wilton, Conn. 
He was in a severe automobile ac- 
cident and was in a cast for two 
months. 

- e se 

Midwest Shoe Travelers’ Associa- 
tion recently welcomed 18 new 
members to its rolls. 


‘More Than a Salesman’ 


THE PROFITABLE hobby of 
raising, training and _. breeding 
ponies is going to occupy the fu- 
ture time of Hoyle Hinkle, sales 
representative for Freeman Shoe 
Corporation in North and South 
Carolina. Mr. Hinkle is retiring 
this year to his farm near Greens- 
boro. He has traveled the Carolinas 
territory for 28 years. 

He became associated with Free- 
man while operating a retail busi- 
ness in Greensboro under the name 
of Johnson & Hinkle. In 1931 he 

(CONTINUED ON PAGE 104) 





EDMUND J. TRENCH, secretary 
and managing director of the Na- 
tional Shoe Travelers’ Association, 
has worked both sides of the street 
in the shoe business. He knows the 
retail shoe store problems and he 
has had long years of experience in 
selling shoes on the road. He cur- 
rently represents Citation Shoe Com- 
pany, Somersworth, N. H. 

He started his shoe career with the 
Wilson Shoe Company, in La Salle, 
Ill., went from there to Chicago to 
manage Demicke Bros. Shoe Store, 
at 63d and Woodlawn Ave. He also 
managed The Terminal Bootery on 
Lawrence Ave. on the city’s north 
side. 

Mr. Trench’s first job on the road 
was for Guthman, Carpenter and Tell- 
ing. He left to enter the Army during 
World War I. After returning, he 
went first with Central Shoe Com- 
pany, of St. Louis, then with Wolfram 





SPOTLIGHTED SHOE TRAVELERS: Edmund Trench 


Shoe Company. He was with Krip- 
pendorf-Dittman Company for about 
25 years until the firm went out of 
business. 

Mr. Trench is a past president of 
both Northwest Shoe Travelers, Inc., 
and NSTA. He has been secretary 
and managing director of the latter 
organization, with headquarters in St. 
Paul, Minn., for several years now. He 
is also secretary and director of Na- 
tional Travel Dine, and a director of 
the Bureau of Salesmen’s National As- 
sociations. He is a member of the 
National Shoe Fair Committee, repre- 
senting the shoe travelers. 

His close association with shoe or- 
ganizations has given him an ambition 
at which he works constantly. He 
states, “I hope to be able to help work 
out a plan in which the shoe travelers, 
shoe manufacturers and all branches 
of the shoe industry will work as a unit 
to make the industry bigger and better 


EDMUND J. TRENCH 


for everyone in it.” 

His hobbies are fishing in the many 
lakes and rivers of the Minnesota 
Northwoods and also his activities in 
NSTA. He and Mrs. Trench live in 
St. Paul. 
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Letters... 


‘Glamour’ Challenges ‘Fact Versus Fancy’ 


In an article titled “Inside Shoe 
Business: Fact Versus Fancy” in the 
March 15 RECORDER, Field Editor 
Bill Rossi took issue with “facts” 
about feet and footwear in the March 
issue of Glamour magazine. Charg- 
ing that “much of the information 
was sheer myth and fancy,” Mr. 
Rossi said the blame for the alleged 
misconceptions lies with the shoe 
industry. He called for a program 
“to separate the fact from the fancy 
about feet and footwear.” 

In the letters that follow, Glamour 
Editor-in-Chief Kathleen A. Casey 
takes issue, in turn, with the Rossi 
article, and Mr. Rossi replies. 


‘Glamour’ Editor Comments 
Editor: 


I was extremely surprised and sorry 
to find the article “Fact Versus Fancy” 
in your March 15th issue of the Boot 
AND SHOE RECORDER. 

The title in itself implies that Glamour 
magazine publishes fancy. It was kind 
of Mr. Rossi to say it was no fault of 
Glamour’s and then condescendingly— 
“Its editors no doubt sought out the 
‘authoritative’ sources”; but this little 
pat on the head is in reality a condemna- 
tion through faint praise. 

Just to point out two of the most dis- 
turbing remarks in Mr. Rossi’s piece: 
#5 (On constant wearing of high heels) ; 
etc. “Not a shred of solid evidence, 
medical or otherwise, to give credence 
to this popular theory.” 

I think I can assume that Mr. Rossi 
has never worn high heels throughout a 
day and then quickly changed to a flat 
heel, so that he would have absolutely 
no basis for his contradiction when those 
of us who have (and there are many) 
know that the change can be felt. 

#2—There is no chance of finding a 
foot with “straight-across” toes. A pretty 
sweeping statement for a man who, I 
presume, doesn’t take the shoes off all 
the ladies’ feet. 

As we all know, even the best research 
is disputable and we take no offense at 
a fair, controversial attitude. However, I 
specifically used the two examples above 
to point out that Mr. Rossi in these in- 
stances, with nothing more than a man’s 
opinion, is telling women, in effect, “that 
their tooth doesn’t ache” when it does. 

I would like to point out that the 
(Glamour) article was thoroughly and 
unquestionably researched in three di- 
rections—medical, in the industry and 
among women. All the research material 
is here in my office and I would be de- 
lighted to review it with you or Mr. Rossi 
at any time. 

I am sure Mr. Rossi takes his job very 
seriously but I would think you might 
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find it quite dangerous for him to set 
himself up as the only knowledgeable 
person on the subject of women’s shoes, 
their joys and failures. 

It might interest you to know that we 
have had a volume of mail commending 
Glamour on this new approach to Fash- 
ion and Fit in ladies’ shoes, and many 
of these letters have asked for reprints 
of the story. I am sure you can under- 
stand, therefore, why, when in all sincer- 
ity we are irying to help the women of 
America to understand shoes, to enjoy 
wearing them, and therefore buy more of 
them, it is disturbing to have our au- 
thority disputed within the trade itself. 

I personally have worked very closely 
with the shoe industry for the last 15 
years and value the position that Glam- 
our now holds with the shoe manufac- 
turers and retailers. I cannot, therefore, 
accept without questioning this article 
which, if it doesn’t actually reflect un- 
favorably upon our integrity, does 
amount to an indictment of our diligence 
and accuracy in editing. 

KATHLEEN A. CASEY 
EDITOR-IN-CHIEF 

GLAMOUR 

NEW YORK 


Mr. Rossi's Reply 


I can appreciate Miss Casey’s views 
regarding my criticism of some of the 
“facts” in the recent Glamour magazine 
shoe issue. But they in no way serve to 
alter the facts themselves. 

Miss Casey cites two “disturbing re- 
marks” in my original article. The Glam- 
our story said the only thing worse than 
constant wearing of high heels was to 
change from these into a perfectly flat 
shoe with no support. I stated that there 
was no substantiated evidence to give 
credence to this popular theory. 


The fact, as Miss Casey points out, 
that I’ve never worn high heels and 
changed into flats, certainly has no bear- 
ing here. The fact that a male physician 
can’t have a baby doesn’t mean that he’s 
ineligible to practice obstetrics. 

I suggest that Miss Casey re-read my 
article. I nowhere said that women don’t 
sometimes experience discomfort in 
changing from high to flat heels. I said 
there’s no reliable scientific evidence that 
a flat shoe needs “support.” And the 
statement still stands. 

As to the second of my “disturbing re- 
marks,” that some women have “straight- 
across toes,” I hereby offer a personal 
contribution of $100 to Miss Casey’s 
favorite charity if she can present such 
an anatomical oddity. 

As to her comment that I don’t take 
the shoes off all the ladies’ feet—I admit 
that my idiosyncrasies tend toward other 
peccadilloes. However, I might add that 
as one who has spent most of his life in 
and around shoe business, and as a 
former podiatrist, I have likely seen, ex- 
amined, fitted and treated more ladies’ 
feet than has the entire staff of Glamour 
combined. 

I’m gratified that Miss Casey permits 
the other seven points in my article to 
remain unchallenged. 

No one doubts Glamour’s and Miss 
Casey’s “sincerity in trying to help the 
women of America to understand shoes.” 
My objection is that, despite this un- 
questionable sincerity, innocent substitu- 
tion of fancy for fact too often helps 
American women to misunderstand shoes. 

An impassioned defense of Glamour’s 
respected “integrity and diligence” is no 
substitute for fact and evidence. We 
cannot pay so much attention to the in- 
cubator that we forget the egg. Thus, if 
I were to again write my “Fact Versus 
Fancy” article, I would find it necessary 
to repeat, word for word, what was said 
in the original writing. 

WILLIAM A. ROSSI 





e Trade Literature 


I.S. Stresses Importance of Fashion Planning by Retailers 


THE AVERAGE shoe retailer 
doesn’t know how to take advan- 
tage of the industry’s most power- 
ful sales appeal, fashion. This is 
the feeling of the Independent 
Shoemen organization, which ex- 
plained “How to Sell Fashion in 
Shoes” in the latest lesson of its 
Operational Know-How series. 

I. S. told its 2000 members that 
the “average shoe store,” with its 
limited space and a tight promo- 
tional budget, too often depends on 
fashion to “sell itself.” 

Frank Underhill, executive direc- 


tor of Independent Shoemen, said 
“The retailer must become as fully 
fashion-conscious as his most fash- 
ionable customers. He must have a 
plan, first to educate himself and 
his clerks to fashion trends for all 
apparel, and second to promote and 
sell fashion.” 

The I. S. booklet urged the re- 
tailer to collect his fashion infor- 
mation “systematically.” 

Once a fashion education pro- 
gram has been launched, the re- 
tailer should set up his own 
“fashion calendar” for promotions. 
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Heavy Buying Marks 


Retailers Anticipate Further Increases: 


St. Paul Fall Showing _ Price Situation Spurs Buying at Ohio Show 


By DONALD M. LYONS 


ST. PAUL, MINN.—The largest 
registration in 10 years was re- 
corded at the showing of fall shoe 
fashions by the Northwest Shoe 
Travelers, Inc., at the St. Paul Hotel 
here. 

Attendance at the show, late last 
month, was 30 per cent ahead of 
last year at this time, according to 
Ed Trench, executive secretary of 
the association. Buying was at the 
best level since World War II. 

The crowd was so large at the or- 
ganization’s banquet, held in the 
hotel ballroom, that the overflow had 
to be served in the coffee shop. 

Merchants expected prices to go 
up (at least 10 per cent) so they 
were buying heavily at the market 
and saying “then we’ll see what 
happens.” Most buyers seemed to 
feel that they will have to pass on 
the price increase to their custom- 
ers. A few were purchasing some 
cheaper shoes, although generally 
there was no shifting of lines. 

Many merchants felt that the 
manufacturers in the industry have 
done a poor job of telling the pub- 
lic that shoes are going up in price. 
They felt that they’re entitled to 
some publicity on this by the manu- 
facturers and the industry organi- 
zations. 

Most buyers felt that shoes will 
continue to climb in price before 
they go down again. 


Pump Is the Leader 


The pump was still No. 1 in sales 
of dressy women’s shoes. Closed 
heel and closed toe remained the 
general style trend, although a few 
sling pumps also were moving. The 
open-toe and closed-heel style also 
was showing a comeback. These 
were being bought mainly for cus- 
tomers who have resisted the very- 
pointed-toe shoe. 

The 17/8 heel was very strong at 
the show and stacked heels also 
were good. The 21/8 and 23/8 heels 
were the big sellers in high-style 
shoes. 

(CONTINUED ON PAGE 88) 
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COLUMBUS, O.—More than 800 
shoe retailers from most of Ohio 
and parts of Kentucky and West 
Virginia attended the Fall Shoe 
Fair of the Ohio Shoe Travelers 
Club, May 38-5, in the Deshler Hilton 
Hotel. 

The exhibitors almost unani- 
mously agreed that the May show 
was the best attended and most suc- 
cessful financially of any of the 27 
held since the Ohio Travelers spon- 
sored their first show in 1946. 

“It was a buying show,” com- 
mented William C. Short, club presi- 
dent and a traveler for Edwards 
Shoes, Inc. 

“Most of us were booked solid 
with buying appointments after ca- 
tering to some 700 store representa- 
tives on opening day,” said show 
chairman Ray Brooks, representa- 
tive of Sandler of Boston. 

One exhibitor gleefully said the 
show was “just what the industry 
needed.” On opening day of the fall 
show last May, he explained, his 
company had just $700 in orders. On 
the corresponding day this year, the 
firm counted some $16,000 in com- 
mitments. 

Others were just as happy. Most 
credited the buying rush to belief 
in the industry that another 2 to 5 
per cent price hike may materialize 


in midsummer or early fall. Prices 
being quoted are about 2 to 5 per 
cent above last fall’s quotations, one 
traveler said. 

“We want to get our ordering 
done while the existing prices pre- 
vail,” explained one big out-of-town 
buyer as he and his associates looked 
over complete lines of men’s, wo- 
men’s and children’s shoes. 

The Fall Shoe Fair featured a 
“peep room” on the ground floor of 
the hotel, with featured products of 
the 135 lines displayed side by side. 

More than 250 merchants and 
wives were guests of the club at a 
Sunday breakfast meeting. Just as 
many attended the annual dance 
that night. 

Early buying indicated continued 
demand for black in all lines except 
casuals. 

The brown and green families 
were strong in women’s shoes, with 
gray a big promotional item. The 
leather-stacked heel is important and 
pointed toes are in principal de- 
mand, the travelers said. 

A few noticed a gradual increase 
in buying of the newer oval toes but 
predicted that this style would not 
reach its peak of demand for two 
years. 

The next Ohio show will be held 
here November 8-10. 





Organizational Steps Taken 


COLUMBUS, O.—Shoe merchants 
from every section of Ohio have for- 
mulated plans to organize the Ohio 


Shoe Retailers Association. The 
group met here during the Ohio Fall 
Shoe Fair. 

Larry W. Minor, operator of a 
Columbus shoe store which bears his 
name, was elected chairman of the 
organizing committee with instruc- 
tions to pick his own committee 
members. 

The committee will report next 
November—during the Spring Shoe 
Fair of the Ohio Shoe Travelers 
Club — with proposed bylaws and 
recommended first-year officers. 

The organizing group, nucleus of 
some 800 shoe merchants who at- 


for Ohio Retail Shoe Group 


tended the highly successful show- 
ing of fall styles here, heard organ- 
izational talks by Fred J. Greiner 
of Columbus, executive secretary of 
the Ohio Dairy Production Associa- 
tion, and John W. Morgan of Park- 
ersburg, W. Va., a member of the 
board of directors of the National 
Shoe Retailers Association. 

Mr. Greiner described advantages 
of association membership. Mr. 
Morgan urged an organization that 
would help shoe retailers with their 
problems, assist in legislative mat- 
ters and give better public promo- 
tion of special shoe retail challenges. 

During the retailer discussion, 
Mr. Morgan announced that associ- 

(CONTINUED ON PAGE 87) 
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Exhibitor List Sets Mark at Seattle Show 


SEATTLE — The more than 500 
buyers who thronged the Pacific 
Northwest Shoe Travelers’ fal] 
showing late last month were 
greeted by a record number of ex- 
hibitors, 169. 

The show events broke a number 
of attendance records. On the first 
day alone, 350 registered. Most 
significantly, however, the mer- 
chants were buying. Directly after 
the Monday breakfast, exhibit 
rooms were full and bustling with 
activity. 

Exhibitors who came from St. 
Louis and the East felt that the 
Seattle buying volume spoke well 
for itself. None of them mentioned 
resistance to price increases. But 
some pointed to orders that were 
gained, perhaps, because of the in- 
dication of further or more exten- 
sive increases ahead. 

In the women’s shoe category, 
many order sheets were written 
with high heel heights in fashion 
shoes. But there was a popular 
swing for the area to casuals, where 
medium heels predominate. 

For fall inventories, important 
buyers were forecasting 60 per cent 
black, of which 20 per cent would 
be suede; 30 per cent in the brown 
family, and 10 per cent in the 
French colors. 

A merchandise manager from a 
Washington State department store 
remarked, “Color is what will bring 
a lady into the shoe store, but very 
often she will buy black.” 


‘Colorful Fall! Ahead 


Said an exhibitor, “In our line we 
feel that it is going to be one of the 
most colorful fall seasons in years. 
And it is going to be that 10 per 
cent in color that is going to bring 
the traffic in. We notice buyers tak- 
ing this into account very seri- 
ously.” 

An important consideration about 
this show was that fall business 
was being written. 

As for style, demand had mounted 
for opened-up shoes to a little 
greater extent both east and west 
of the Cascade rain area. Vinyl 
treatment was favored in some of 
these with gunmetal lustre out 
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front in combination. Stacked and 
pyramid heels held good. 

The casual living of the Pacific 
Northwest was mentioned in men’s, 
women’s and children’s lines, with 
ties and kiltie patterns being pre- 
ferred over dressier styles in the 
same last. 


Boots Are Popular 


In the same way, boots were 
strong in all lines up to and includ- 
ing a high-heel high-fashion boot. 
Heavy soles were favored by buyers 
west of the mountains with lighter 
going east. Ties were also men- 
tioned with regularity down to the 
two-eyelet tie for men’s. 

B and B was the spectrum for all 
the men’s lines. Penny loafers were 
said to be out and boots, such as 
several in deerskin, were drawing 
fall orders with anticipation of re- 
orders for Christmas. Dirty buck 
and gray buck were strong in young 
men’s orders, and the heavier 
weight demand was most noticeable 





How Far Does Shoe Fitter 


Walk During Day’s Work? 


DAVENPORT, IA.—Just how far 
does a busy retail shoe salesman 
walk in the course of one working 
day? 

John T. Seastrand, 27-year-old 
salesman at a downtown Davenport 
store, found out. All through a 
peak shopping day, Mr. Seastrand 
wore a pedometer, a device to mea- 
sure the distance a person walks. 
While he worked, he walked nearly 
14 miles in eight hours. 

The Davenport “Sunday Times- 
Democrat,” which arranged for the 
calculation, declared Shoeman Sea- 
strand its new pedometer champion. 

The fast-moving salesman told 
the newspaper he sometimes waits 
on six or seven customers at once. 
Often he has to make two or three 
trips the length of the half-block- 
long store while fitting a single 
customer, he said. 

Mr. Seastrand sold a pair every 
10 minutes while walking the 14 
miles. Several multiple sales helped 
account for this performance 
record. 


here although the general trend 
was said to be lighter. Ripple Soles 
in young men’s lines were wanted. 

Many buyers were finding that 
they had to take fill-in orders on 
girls’ saddles, with color prefer- 
ences varying according to loca- 
tion. One of the hottest numbers 
here was a velvet saddle. But so 
far as the teen trade was concerned, 
it was color, color, color with boots 
and lancers in a variation of styles. 

At the shoe show breakfast, the 
main speaker was Lloyd W. Nord- 
strom, Seattle shoe retail executive 
and president of the National Shoe 
Retailers Association. His topic: 
“Shoe Retailing in the Space Age.” 
He urged shoemen, “Expand your 
thinking; be ready to keep pace 
with the next few decades.” 

Mr. Nordstrom pointed to several 
factors with which the shoe mer- 
chant must contend in that period 
of time. By 1984, he said, our popu- 
lation will be doubled. Scientists 
will bring new shopping areas to 
the consumer through shorter trav- 
eling time. Highway shoe stores 
that are open seven days and six 
nights a week may change shopping 
habits, and the retailer must be 
alert to this. 

New competition, Mr. Nordstrom 
said, will come from the supermar- 
ket and the super-supermarket run 
by men who are keenly aware of the 
greatest efficiency in merchandising. 
The shorter work week and a better 
education level will change habits 
and preferences. 


Thoughts for the Future 


Mr. Nordstrom offered these sug- 
gestions for coping with the future: 
® Cheaper rent will yield more 
profit per square foot. Lower per- 


centage in markups may build 


greater net profit. 

© Lighter weight shoes in plas- 
tics may be a possibility. Even the 
better shoes will have non-leather 
soles, Mr. Nordstrom predicted. 

® Retailers should set their 
sights higher—and grow, for in- 
stance, from a two-man to a four- 
man store. 

® Women’s shoes will be almost 
entirely on a_ self-service basis. 
Where there are salespersons, they 
will be women. 

Mr. Nordstrom said the next five 
years in the shoe business will see 
more changes than the last 25. 
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¢ Retail Openings 


Myna Birds Bid Welcome 
At Connecticut Coward Store 


MYNA birds which speak words 
of welcome to shoppers are a unique 
fixture of a new Coward Shoe Store, 
14th in the chain, which opened 
May 1 at West Hartford, Conn. The 
bird cages are in the windows and 
the children’s department. 

A family store, the new establish- 
ment uses color to separate and 
define each department. 

James Mahoney has been pro- 
moted from assistant manager of a 
Boston Coward store to manager of 


the new unit. 
7 e . 


Atlanta Florsheim Moves 

A giant “all-style displayer” is a 
feature of the Florsheim Shoe Shop 
in its new Atlanta location at 75 
Peachtree St., N.E. The display, 
which the company presents as “the 
next best thing to self-service in 
the quality men’s shoe field,” ex- 
tends the full length of the room 
along one wall. 

The store was designed by Harry 
E. Koepke, architect and display di- 
rector for Florsheim. Manager is 
William Yeager. 

. + e 

Two brothers who formerly oper- 
ated shoe stores in the Midwest 
have launched Goot Shoe Store in 
Scottsdale, Ariz. The pair, Henry 
and Jack Goot, ran stores in LaSalle 
and Ottawa, IIl., and Clinton, Ia. 

Their new store, which stocks 
12,000 pairs for the family, has a 
“children’s corral” with a merry-go- 
round, and also a teenage depart- 
ment. To mark the grand opening, 
the store sponsored a “Shoes for 
Life” contest. 

* * o 

Evans & Schwartz has opened its 
fourth retail outlet in the Colum- 
bus, O., area, an ultra-modern 
salon-type store in suburban Bex- 
ley. The store’s interior arrange- 
ment was planned by the Brown 
Shoe Company, St. Louis. 


a + e 
Harry M. Finkle and Morris 
Fruchtman, owners of Justers Chil- 
dren’s Shoe Store in Santa Monica, 
Calif., have added a second store 
under the same name in nearby 
Pacific Palisades, Calif. 
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1.S. Official Hits Favoritism in Leasing: 


Senators Told of Shopping Center Abuses 


WASHINGTON, D. C.—Indepen- 
dent retailers are seeking govern- 
ment aid in the scramble with chain 
stores for rental space in shopping 
centers. 

Frank T. Underhill, executive di- 
rector of Independent Shoemen, told 
a Senate committee investigating 
shopping center leases that inde- 
pendents located in shopping cen- 
ters should be covered by some 
form of lease insurance. Such in- 
surance could be written with or 
without government backing. 

Purpose would be to guarantee 
the leases of independent shoe re- 
tailers so that the shopping center 
owners or realtors could be guaran- 
teed their income. 

Mr. Underhill’s suggestion was 
made to the Senate Small Business 
Committee on April 29. The com- 
mittee is looking into charges that 
most shopping center operators pre- 
fer to rent to chain outlets, and of- 
ten avoid the rental applications 
made by independent shoe mer- 
chants. 

“Every year there are fewer shoe 
manufacturers, and every year 
there is greater control over retail 
outlets by the big manufacturers,” 
Mr. Underhill told the committee. 
He urged the Senate to take action 
to slow this trend “lest we wake up 
and find that independent shoe re- 
tailing in this country has van- 
ished from the scene.” 


San Diego Case Cited 

An example of how independent 
shoemen are “frozen out” of shop- 
ping centers was outlined for the 
committee by Mr. Underhill. The 
case involves the French Bootery, 
of San Diego, Calif. Mr. Underhill 
said the case is typical of the cur- 
rent squeeze on independents. 

The Philip Lyon Company, San 
Diego realtor, listed space available 
at the College Grove Center, San 
Diego. The French Bootery applied 
for and was refused a lease. This, 
Mr. Underhill says, was due to the 
signing of four national chains for 
space in the shopping center. The 
French Bootery had adequate fi- 
nancing and the firm possessed 


plenty of retailing experience. But 
the lease it sought was denied. 

Mr. Underhill charged that “‘shop- 
ping center hysteria” is making 
“monsters out of otherwise nice 
people.” He told the committee the 
prize is so great to the realtors that 
large companies use their weight 
to break leases, to compete with 
their long-time customers, and to do 
‘just about anything else that 
would insure their own position in 
the shopping centers.” 


Asks ‘Equality for All 

Large footwear manufacturers 
are going to use “whatever means 
are necessary to secure these im- 
portant leases,” Mr. Underhill 
charged. He warned the committee 
that the changing national pattern 
of retail distribution is working 
against the independent and in fa- 
vor of the manufacturer-controlled 
or manufacturer-owned outlet. He 
urged the committee to legislate 
“equality for all.” 

Any relief granted by the Con- 
gress will be slow in coming, and 
there is little assurance that any 
relief at all will be forthcoming 
this year. 

But Mr. Underhill made a favor- 
able impression on the committee 
members, and the chances for fa- 
vorable action are certainly 
stronger than they were before the 
hearing was held. 


Ohio Retailers Organize 
(CONTINUED FROM PAGE 85) 


ate membership in the NSRA was 
being made available to members of 
the Ohio Shoe Travelers Club. 

“This honor, first of its kind ever 
accorded a travelers’ group in the 
country, is being made available to 
the Ohio club because of its cham- 
pionship of retail interests,” he said. 

The Ohio club has acted as a 
watchdog over legislative matters 
and recently was instrumental in 
securing a change in the wording of 
a proposed law to protect the shoe 
merchant’s right to fit and adjust 
shoes for customers (RECORDER, 
May 1). 





Buying Is Heavy, Registration Large at St. Paul Show 


(CONTINUED FROM PAGE 85) 


As for colors, black was still big, 
followed by brown (two shades). 
The town brown calf and golden 
brown moved well in dressier styles 
along with the black suedes and 
calfs. It was estimated that about 
85 per cent of the business done 
was in black and brown. 


There also was some interest in 
colors such as green, purple, blue 


and gray. Red was not selling too 
well. 

Deldi silks and textured leathers 
also got the nod of buyers in the 
lower heel styles. One exhibitor 
said that he had done a big job with 
the 14/8-heel, square-toe shoe and 
also had sold some little 12/8 heel 
numbers. The trend was away from 
the extreme pointed toe generally. 

Lustre calfs were selling for 
early delivery, and interest con- 
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tinued in plastic shoes, which ever: 
the smaller merchants were buying 
at the show. 

Various types of ornamentations 
were in evidence such as buckles 
and bows. Pleated vamp numbers 
also caught the eye of buyers. 

Dress boots were very popular. 
Black was strong, followed by 
brown. Zipper patterns were very 
good. Simulated caracul trims were 
seen in many showrooms. The boot 
is expected to be very good in this 
territory come winter and cold 
weather. 


New Ideas in Boots 


In casuals the closed-up types 
were selling well. There were many 
new ideas in boots and half boots 
in evidence. Most of the business 
done was in flat types. Black, two 
shades of brown (maverick and 
dark) and gray were the leading 
colors. Both tie types (one to four- 
eyelets) and slip-on styles moved 
well. 

There was considerable interest 
in the Queen Anne (8/8) heel; the 
12/8 heel also was good. About 75 
per cent of the shoes sold were of 
the tapered-last style rather than 
the needle last. 

The chukka boot was a big vol- 
ume number with all sellers of cas- 
ual types. Some boots had a fleece 
lining. Black sueded (plush) leath- 
er was a leading number. 

This was one of the best markets 
ever for children’s shoes. Party 
shoes and particularly nylon vel- 
vets in colors for children and girls 
were bought heavily. In boys’ shoes 
the interest was in the new square- 
toe last and swirl patterns. More 
black than brown was sold — al- 
though brown is staging a come- 
back, exhibitors said. Saddle shoes, 
which dropped off for spring, also 
are expected to make a comeback 
for fall. 

Men’s shoe business likewise held 
up well. The darker browns and 
blacks in a medium weight seemed 
to sell best. There were no squawks 
on prices, even though most had 
gone up and were expected to go up 
more. 

Burnished brown was expected to 
be a big color for fall. Many buckle 
styles were shown at the show. A 
variety of casual numbers in many 
colors also were bought for summer 
selling. 
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Lustig’s to Add Store No. 7 

YOUNGSTOWN, O.—Lustig’s, 59- 
year-old Youngstown area shoe re- 
tail firm, will open its seventh unit 
August 1 in that city’s Austintown 
Shopping Center. 

The new store, carrying shoes for 
the family, will contain 3750 square 
feet including 2000 devoted to sell- 
ing area. The store will have a 
town and country decor accented 
by wicker furniture. Its 25-foot 
frontage will be stainless steel, 
glass and marble with a terrazzo 
lobby. 

When the new unit opens, Lus- 
tig’s will employ a total of 79. 


Midwest Firm Moves Offices 


KANSAS CITY, MO. —- The gen- 
eral office and headquarters of Cald- 
wells’, which operates a number of 
shoe stores in this area, have been 
moved to the Westport Plaza Build- 
ing here. The firm’s headquarters 
had previously been in Concordia, 
Kan., for many years. Stores are in 
Kansas City, in Manhattan and Con- 
cordia, Kan.; North Platte, Grand 
Island and Fremont, Neb., and Sioux 
Falls, S. Dak. 


Miller-Jones Names Four Vice-Presidents 


M. PAUL WATSON ROBERT C. LANE 


COLUMBUS, O.—The Miller- 
Jones Shoe Company, retail subsidi- 
ary of H. €. Godman Company, has 
named four veteran employees to 
newly created positions as _ vice- 
presidents. 

They are William V. Davis, vice- 
president in charge of advertising 
and promotion; Merton I. Whitted, 
V. P. in charge of sales, and M. Paul 
Watson and Robert C. Lane, both 
with retail merchandising and pur- 
chasing responsibilities. 

The four have been with the firm 
an aggregate of 107 years. 

James O. Moore, president of the 


WILLIAM V. DAVIS MERTON WHITTED 


company, said the promotions were 
“part of our building program.” 
Miller-Jones operates 97 retail out- 
lets in 10 states. At least five more 
are to open in 1959. 


Mandel Heads L.A. Retailers 


LOS ANGELES — Leonard Man- 
del, head of the Mandel chain of 
ladies’ footwear establishments, has 
been named president of the Los 
Angeles Shoe Retailers Association. 
He succeeds Bruce Allbright of 
Innes Shoe Company. Other officers 
are to be elected at the association’s 
next meeting. 
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Modern in design, the new Fairgate foot 
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Industry-W ide Campaigns Arranged: 
Magazines to Promote NSI Fall Themes 


NEW YORK—The National Shoe 
Institute has announced details of 
its three industry-wide promotions 
for fall and winter—and how they 
will be carried out through specific 
consumer magazines. 

Separate promotion campaigns are 
planned for women’s, men’s and chil- 
dren’s shoes. From the magazines— 
Vogue, Esquire and Parents’—will 
eome editorial and merchandising 
backing. 


‘Shoe Shapes in Browns’ 

The women’s promotional theme, 
“Shoe Shapes in Browns,” will use 
the August 15 issue of Vogue as a 
springboard. 

Already NSI is distributing to 
U. S. retailers and fashion editors 
a brochure showing a color chart of 
the browns — including four color 
ranges — and sketches of the six 
shapes. Vogue will send letters to 
1000 stores offering a merchandising 
package containing advertising, pub- 
licity, display and sales training ma- 
terials. 


Together, NSI and Vogue will 
send news releases and photos on the 
“brown shapes” fashion story to 
newspapers, radio and television. An- 
other step is the printing of special 
counter cards. 

Vogue will send a copy of the Au- 
gust 15 issue to each advertiser’s 
salesman at his request, with a let- 
ter explaining the promotion. 

In late August, NSI will feature 
the brown shoe shapes in its fall sup- 
plement, distributed to 1750 news- 
papers. For the July fashion show 
of the Dress Institute, the brown 
shapes will be shown to 250 news- 
paper editors who will be NSI’s 
guests. They’ll also receive publicity 
kits and pictures. 

The National Shoe Institute also 
plans a “flow of consumer publicity 
through newspapers, radio and tele- 
vision between now and fall.” 


‘Brown with Black’ 
The men’s theme, “Brown with 
Black,” will be featured editorially 
in the October Esquire. The maga- 


zine will include tie-in ideas on this 
theme in its “Burnished Brown” re- 
tail merchandising kit. 

Already the magazine has pre- 
viewed the NSI’s promotion concept 
at a retail convention and issued a 
fashion newsletter publicizing the 
“Brown with Black” promotion to 
5000 men’s and department stores. 
In addition Esquire executives have 
spoken at shoe manufacturers’ sales 
conventions to generate enthusiasm 
for the campaign. 

The magazine has furnished shoe 
manufacturers’ salesmen with copies 
of its fall fashion forecast contain- 
ing references to “Brown with 
Black.” And Esquire salesmen have 
called on shoe producers to acquaint 
them with the scope of the fall pro- 
motion. 

The publication says its October 
issue will offer the largest number 
of shoe manufacturers who have ever 
embraced a single coordinated theme. 

Again, NSI will emphasize the 
theme through its fall newspaper 
supplement, its Press Week fashion 
presentation and its regular news 
releases. 

In recent years, NSI points out, 
there has been a “pronounced im- 
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balance” between black and brown 
shoe sales with black constantly 
gaining. The promotion seeks to en- 
courage men to diversify their shoe 
wardrobes. This would mean new 
pairage rather than replacements. 

According to NSI, hat, belt and 
hosiery makers plan to offer mer- 
chandise tying in with the promo- 
tion. 


‘Boots—Boots—Boots’ 


The children’s promotion, “Boots 
Boots—Boots,” will be built around 
Parents’ Magazine. In its August is- 
sue the cover will show a child wear- 
ing boots. Plans are also being made 
for color pages of editorial material 
on boots. 

The magazine’s merchandising kit, 
“Highland Fling,” is going to 2000 
retailers. Coordinated with a fall 
fashion forecast is information on 
the boot promotion. Material in the 
kit can be used for store promotion. 

Parents’ August merchandising 
bulletin, due June 30, will alert 500 
major department stores to the plan- 
ned editorial features. 


NSI will feature boots in its fall 
newspaper supplement. The boot 
story will also be directed in other 
ways to TV and newspaper fashion 
editors. 


Cleveland Area Shoemen 
Tour Ohio Leather Co. Plant 


CLEVELAND—A group of local 
shoemen took an all-day field trip to 
the Ohio Leather Company plant at 
Girard, O., to learn more about the 
tanning industry. The shoemen 
made the trip, according to one 
spokesman, “‘to see why prices have 
gone up so much recently and also 
because we were interested in know- 
ing about the making and finishing 
of leather.” 

In the group were Ed Ruslander, 
shoe buyer in Bailey’s Department 
Store, Lakewood, O.; Marty Cohen, 
shoe buyer for Bailey’s Lakeshore 
Boulevard Store, Cleveland; Lou 
Champaign, shoe buyer for Feder- 
al’s Department Store, Cleveland; 
Julius Katz, owner of Lakewood 
Juvenile Shoe Store, Lakewood, and 
Bill Pintcheck, basement shoe buyer 
for Bailey’s downtown Cleveland 
store. 


The men were taken on a tour by 
R. S. Simpson, executive vice-presi- 
dent of Ohio Leather Company. 
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Folksy Ad Introduces New 
Penna. Store and Its Brands 


SHARON, PA. — An unusual 
newspaper ad, in which a shoe re- 
tailer and his wife told in a con- 
versational manner about their new 
store and its brands, has aroused 
much favorable comment in this 
western Pennsylvania city. 

The ad filled almost two pages of 
the daily Sharon Herald. It con- 
tained a “letter” from store owner 
Morris Miller announcing his firm’s 
fifth anniversary and the opening 
of the new store, four times the 


size of the old one. Pictured were 
the interior and exterior of the new 
shop, which contains children’s and 
teenagers’ departments. 

But the heart of the advertise- 
ment consisted of brief paragraphs 
of copy in which Mr. Miller and his 
wife, Jean, in turn discussed the 
store’s brand names. Shoe styles 
were pictured together with photos 
of Mr. and Mrs. Miller. 

A sample line from the ad (Jean 
talking) : “I’ll let Morris explain his 
specialty . . . Edwards Corec-Tred 
Shoes.” 
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I. Miller Shows Small Sizes 
At Special Order Gathering 

NEW YORK—A special order 
show of small-size shoe fashions, in- 
cluding both I. Miller and Millerkins 
brands, was held here recently. The 
shoes on display retail at the usual 
Miller range of $26.95 to $31.95 and 
the Millerkins range of $18.95 to 
$23.95. 

This was the first show where 
customers wearing sizes one to four 
have been given the opportunity to 
place special orders in colors and 
leathers of their own choosing, even 
from their own fabrics, with a choice 
from over 200 styles. Each customer 
will have her name stamped in gold 
in the sock lining. 

Site of the showing was the I. 
Miller Salon at 1552 Broadway. 

The size range included B and C 
widths in ones and twos. In size 
three, A and AA are available, and 
in size four, A to AAA. 

Miss Susan Eastman, fashion di- 
rector, and Milton Marcus, vice-pres- 
ident of I. Miller and Sons Company, 
were in the salon for an informal 
presentation of the Special Order 
Collection, which included informal 
modeling. 

Miss Grace Hill, president of I. 
Miller Retail Stores, also was pres- 
ent. 
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In an effort to better facilitate its pur- | 
chasing procedure, Bristol Manufacturing 
Corporation has arranged to have Mr. 
David Boehm, company representative in 
New York, interview all suppliers of items 
used in the manufacture of fabric and | 
waterproof footwear. | 


Mr. Boehm will be available on Tuesdays 
In the office of BRISTOL MANUFACTURING 
CORPORATION, Building, 47 
West 34th Street, New York City. 
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e What's New 


High School Girl’s Oxford 
With Kiltie Made in 23 Colors 


PARAGOULD, ARK.—Ed White 
Junior Shoe Company has come out 
with a lightweight tie which officials 


Kolor Kiltie pattern 


fee] has national-fad potential] 
among high school girls. 

Called Kolor Kiltie, the half-sad- 
dle oxford is of Cambi-Lura with a 
matching or contrasting kiltie. Both 
shoe and kiltie are available in 23 
different colors, offering innumer- 
able combinations to adapt to 
school-color schemes. 

The kilties are available alone, so 
that high school boys can use them 
on regular shoes. Ed White Junior 
is carrying the Kolor Kiltie in 
stock. 


New Grecian Heel Permits 
Various Color Combinations 


LAWRENCE, MASS.—A Grecian 
heel which is said to combine Amer- 
ican and italian styling features 
has been introduced by Mears Heels 
Company. The heel features a me- 
tallic spool ringed with painted 
bands to provide unusual color com- 
binations. 

The spool, made from brass or 
aluminum, is attached to a finished 
wood base by a special screwpost 
which makes the whole spool and 
toplift interchangeable. Colored re- 
placement toplifts are used. 

Unique color effects are said to 
be possible, with the metallic spools 
providing a silver or gold effect, 
and the ring bands colored in black, 


Mears Grecian heels 
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red, brown or blue, or in special 
shades. The color accent is carried 
to the tip of the heel by having the 
replaceable toplifts available in the 
same four colors. 


Auto Polish Firm Introduces 
Neutral Shoe Shine Spray 


CHICAGO—A neutral shoe shine 
in spray form for all colors of 
shoes has recently been introduced 
by Turtle Wax-Plastone Company 
here. The firm has long been estab- 
lished in the car polish field. 

The new product, known 
Penny Shoe Shine, is described as 
not a lacquer or shellac, but con- 
taining lanolin and silicone. Com- 
pany officials report that it will not 
stain hands or clothing, that it will 
not water-spot in the rain, that it 
reconditions and renews leather’s 
appearance, and that it dries in 
seconds to a beautiful luster. It 
can also be used on most plastic 
accessories, according to the manu- 
facturer. 

Currently the product is to be 
introduced in regional markets on 
the West Coast. 


as 


‘Shoe Care Bar’ for Home 
Serves as Shine Unit, Cabinet 

NEW YORK—A “Shoe Care Bar” 
for the home, with compartments 
for brushes, polishes, cloths and ap- 
plicators, is being introduced by 
Knomark, Inc., makers of Esquire 
polishes. 

The company says the combina- 
tion “self-storage cabinet” and shoe 
shine unit is a step in President 
Irving J. Bottner’s campaign to up- 
grade the shoe care products indus- 
try. 

The attractively-packaged slim box 
is designed for easy mounting. A 


Esquire "Shoe Care Bar" may be mount- 
ed on a wall or closet at waist-high level. 


feature of the kit is a “swing-away 
bracket,” a shoe holder that adjusts 
easily to any size of shoe and locks 
firmly into shining position. 

The “bar” retails at $5.95. 


Play Shoe Line Said to Give 
Support for Summer Activity 

NEWMARKET, N. H.— Yankee 
Shoemakers, division of Sam Smith 
Shoe Corporation, is marketing the 
firm’s first collection of “Sun 
Guards,” play shoes with “regular 
shoe support.” 

“For the first time,” said a com- 
pany spokesman, “active children 
can have the kind of support they 
need for summer play in fabric 
shoes.” 

Three patterns, each offered in 
white, red or blue sailcloth, comprise 
the “Sun Guards” grouping. They 
are a sandal, a ghillie tie, and a four- 
eyelet oxford. All feature firm coun- 
ters, steel shanks for extra support, 
“rubber cookies” for inside, longi- 
tudinal support and white grip-tred 
rubber soles. B, C and D widths are 
made for correct fitting on regular 
shoe lasts. 
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TERMS: Net 30 days FOB, Portland. On 100 pair orders, 


10c per pair or transportation allowed. 


SPIEGEL-STANLEY CO.—Portiand 3, Maine 


NEW YORK 
WOrth. 2 


i 2 on ee a 


ALBARISHOE + Phone 














May 15, 1959 





e Financial 


Second-Quarter Profit Seen 
For Amalgamated Leather 


WILMINGTON, DEL. — Amalga- 
mated Leather Companies, Inc., 
stockholders learned at their annual 
meeting here that the firm “broke 
even” in the first quarter and an- 
ticipates a second-quarter profit of 
“up to $50,000,” or 13 or 14 cents 
a share. 

John F. Bishop, president, told the 
shareholders that “the second and 
third quarters should be better than 
we have had for some time.” 

For the year ended December 31, 
1958, Amalgamated reported a loss 
of $450,988 compared with a loss in 
1957 of $117,874. Sales dropped to 
$4,277,006 from $4,844,247 a year 
earlier. 


Wolverine Volume Up 20% 


ROCKFORD, MICH.—Sales vol- 
ume of the Wolverine Shoe and 
Tanning Corporation for the first 
three months of 1959 ran better 
than 20 per cent ahead of the same 
period of 1958. President A. K. 


Krause gave that report to stock- 
holders at their annual meeting. 

“While the company’s traditional 
lines of work shoes and gloves both 
are showing gains,” he said, “the 
major part of this increase can be 
attributed to Wolverine’s entry into 
the casual footwear field with men’s 
and boys’ Hush Puppies, and growth 
of the Haus of Krause pigskin 
leather division.” 


Seiberling Sales Reach Peak 


AKRON, O.—First-quarter sales 
of Seiberling Rubber Company are 
estimated to have been the highest 
in the company’s history. In addi- 
tion, President J. P. Seiberling told 
stockholders at their annual meet- 
ing that earnings will be the best 
for any peacetime first quarter. 
Sales in the three-month period are 
believed to have exceeded $11 mil- 
lion and earnings to have been 
above $200,000. 


U. S. Rubber’s Income Rises 
NEW YORK—United States Rub- 
ber Company reported net income of 
approximately $10.2 million for the 
year’s first quarter, compared with 


$3.89 million for the same period of 
1958. President John W. McGovern 
told the stockholders at their annual 
meeting that income equaled $1.55 
per common share, compared with 
45 cents in the first quarter last year. 
First quarter sales, he added, 
were approximately $249 million as 
against $196 million a year ago. 


e Obituaries 


HARRY O. RICE, 68, a sales 
representative for Craddock-Terry 
Shoe Corporation and a shoe trav- 
eler for 37 years, died last month. 
His funeral was held at Richmond, 
Calif. Mr. Rice was a member of 
the West Coast Shoe Travelers’ As- 
sociates, the Pacific Northwest Shoe 
Travelers and the National Shoe 
Travelers’ Association. His widow, 
Myrtle, survives. 


E. TURNER WHITE, 72, a retail 
shoe merchant in Sumter, S. C., for 
many years, died April 29 after a 
long illness. He was a partner with 
A. R. Kennedy in White & Kennedy, 
Inc. Surviving are his widow, Beu- 
lah; a daughter, Norma; two broth- 
ers and three sisters. 





Give them something ¢,. 


ra f, or the extra price they pay ! 


PACTFATE vrotecten shot unincs 


When shoe prices go up this fall, make sure ° 
consumer resistance doesn’t go up, too. Here’s plus 
value and added selling appeal with Pacifate ‘ 
Protected Shoe Linings...the only lining approved « 


by the National Foot Health Council. 


Other famous Pacific Mills shoe linings: 


PACIDURA...non-fray, shrink-resistant, cotton lining 


PACITEX ...non-fray and non-stretch cotton lining 
(excellent for combining with other fabrics) 


Stops athlete’s foot reinfection 

e Maintains original comfort of shoe 

e Preserves leather from stiffening and cracking 
Keeps original shape of shoe 

Prevents lining decay, retards odor from 


bacteria, mildew and perspiration. 


Pacifate Protected Linings are 
now available in white or any special 


colors plus the standard beige. 


FIND OUT ABOUT PACIFATE TODAY... 
ask any of our representatives, or write to us. 


PACIFIC MILLS DOMESTICS, an affiliate of WAMSUTTA MILLS, Dept. P16, 1430 Broadway, New York 18, New York 
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57 Million Pairs: 
March Shoe Output 
May Have Set Record 


WASHINGTON, D. C.— March 
was the biggest month in history 
for U. S. shoe manufacturers, gov- 
ernment production estimates indi- 
cate. 

The Census Bureau placed the 
month’s shoe output at 57.5 million 
pairs compared with 51.9 million 
pairs produced in March, 1958—an 
11 per cent gain. (The total was 
6 per cent greater than in Febru- 
ary of this year, when production 
reached 54.3 million pairs.) 

Previously the record for a single 
month was 56.4 million pairs in Feb- 
ruary, 1957. 

Buying this year has been spurred 
by the soaring hide market. For the 
whole first quarter, production 
totaled approximately 165 million 
pairs, about 10 million pairs more 
than in the same period of 1958. 
Industry experts have predicted that 
this year’s output will exceed 600 
million pairs. 

The Census Bureau’s_ revised 
breakdown of March output  indi- 
cated that men’s dress and play shoe 
production reached 8 million pairs— 
8 per cent above the level for Feb- 
ruary, 1959, and 17 per cent higher 
than for March, 1958. 

Women’s dress and work shoe 
production of 17 million pairs dur- 
ing March represented an increase 
of 4 per cent from February, 1959, 
and a 12 per cent increase from 
March ’58. 

Output of all other footwear was 
estimated at 7 per cent higher than 
in February of this year and 9 per 
cent higher than in March ’58. 


U. S. Shoe Corp. to Erect 
12th Factory at Osgood, Ind. 


OSGOOD, IND.—U. S. Shoe Cor- 
poration will build a new factory, the 
company’s 12th, in this city. Osgood 
is about 90 miles southwest of the 
company’s home offices in Cincin- 
nati, O. 

The plant will employ 400 to 500 
persons in the manufacture of wo- 
men’s shoes. It is expected to turn 
out 3000 pairs daily. 
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Godman Co. to Distribute Five Star Brands 


NEW YORK—Two large shoe 
manufacturers, the H. C. Godman 
Company of Columbus, O., and the 
Five Star Footwear Company, Long 
Island City, N. Y., have agreed on 
a merger of production and distri- 
bution facilities. 

The Godman Company has ac- 
quired from Five Star exclusive dis- 
tribution rights for the “Old Pals,” 
“Wonder Welt” and “Lucky Star” 
brands of children’s shoes. Godman 
will maintain an in-stock service on 
its new children’s line from its Co- 
lumbus warehouse. The children’s 
division will be a separate unit of 
that company, with Samuel T. Levin 
as sales manager. 

The sales staff which has handled 
the three lines for Five Star will 
continue under the Godman Com- 
pany. 

Five Star’s factories—there are 
five of them—will serve as the pro- 
duction segment of the combination. 

Announcement of the merger was 
made on the eve of the Popular 
Price Shoe Show by Abe Weinman, 
president of Five Star, and J. O. 
Moore, president of the Godman 
Company. 

They said the action does not 
involve a merger of financial inter- 
ests or affect Five Star’s relations 
with its volume accounts. 


The Godman Company will con- 
tinue its normal manufacturing and 
distribution policies for its women’s, 
men’s and growing girls’ divisions, 
These carry the brand names of 
“Tarsal Tred,’ “Cushion Step,” 
“Hug-Tite,” “Teen Travelers” and 
“Air-O-Magic.” 

Mr. Weinman and Mr. Moore said 
the merger is “in a sense an expan- 
sion for both companies. It is en- 
tirely in line with the trends in the 
industry which show that both spe- 
cialty manufacturing and national 
branded line distribution are essen- 
tial to progress. 

“It assures both companies added 
volume and enables both to concen- 
trate their efforts in their special- 
ized fields.” 

Mr. Moore added, “Several years 
ago the Godman Company made a 
survey of cost and efficiency factors 
in nearly a hundred independent 
specialty shoe factories which had 
little or no branded line distribu- 
tion.” The company, he said, believed 
that combining the production of a 
selected group of the most efficient 
of such factories with Godman’s 
distribution system “would enable 
retailers to compete most effectively 
with the lines of larger integrated 
companies.” 





Blanchard Bro. & Lane Is 


GRAND HAVEN, MICH.—Two of 
the country’s oldest tanning firms 
have combined their operations. 
Eagle Ottawa Leather Company, of 
Grand Haven, and Blanchard Bro. 
& Lane, Inc., with plants in Newark 
and Hackettstown, N. J., Ashta- 
bula, O., and Petersburg, W. Va., 
announced the move late last 
month. 

Both companies will retain their 
own names, distribution points, 
product lines and sales forces, the 
announcement said. 

The merger was disclosed by Ju- 
lian B. Hatton, president of Eagle 
Ottawa, and Donald H. McCree, 
president of Blanchard Bro. & Lane. 
Mr. Hatton, whose company has 
been a leader in production of leath- 
ers for shoe uppers for many years, 


Merged with Eagle Ottawa 


becomes president of the new or- 


ganization, and Mr. McCree be- 
comes vice president. 

Chairman of the Board is Siegel 
W. Judd, Grand Rapids attorney; 
treasurer is W. T. Newman; and 
E. O. Harbeck is secretary. 

Mr. Hatton said the merger is in- 
tended to consolidate the research 
and technical skills of the two com- 
panies, and to streamline facilities 
for the production of shoe leather. 
Such operations in recent years 
have accounted for about 60 per 
cent of Eagle Ottawa’s volume. 

Expansion of automobile and fur- 
niture leather production, in which 
both companies have been leaders, 
is also planned. 

Eagle Ottawa has specialized in 

(CONTINUED ON PAGE 104) 
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NSMA Is Turned Down: 


U. S. Rejects Bid for Hide Export Controls 


WASHINGTON, D. C.—The Ad- 
ministration has refused to clamp 
down on the export of hides and 
skins. The National Shoe Manufac- 
turers Association had requested 
such a move. But the plea was turned 
down as “not justified under present 
conditions.” 

Assistant Secretary of Commerce 
for International Affairs Henry 
Kearns wrote the NSMA that he was 
fully in sympathy with the problems 
currently faced by shoe manufactur- 
ers, but made it clear that he did not 
believe the imposition of export con- 


trols to be the answer to the cost 
problem. 

Mr. Kearns said he believed an 
imposition of export restrictions 
might actually bring on higher 
prices, not lower prices. He said the 
placing of a commodity under export 
control has sometimes caused foreign 
buyers to rush in with orders to 
build up their stocks before controls 
materially lessened supplies of the 
commodity. 

Foreign demand for hides is less- 
ening, Mr. Kearns stated. (See ta- 
ble): 


U. S. Exports of Cattle Hides, Calf Skins and Kip Skins 


(in thousand pieces) 


1955 
5,852.4 
1,813.5 
1,765.1 


9,431.0 


Cattle Hides 
Calf Skins. .. 
Kip Skins... . 


Total 


1957 


6,516.8 
2,070.1 
1,225.6 


9,812.5 


J ANUARY—FEBRUARY COMPARISON 
1957-1958-1959 


1957 
Feb. 
519.0 
190.6 
109.4 


819.0 


Jan. 

374.3 
141.7 
118.4 


634.4 


Cattle Hides 
Calf Skins... 
Kip Skins... . 





Source: Census Report No. FT 410. 


1958 
Jan. 
491.6 427.3 
143.6 317.4 
97.2 100.0 


732.4 844.7 


Feb. 


“U.S. Exports of Domestic and Foreign Merchandise’. 





Illegal Practices Charged to Murray Space Shoe Corp. 


WASHINGTON, D. C.—The gov- 
ernment has issued two charges of 
illegal practices against Murray 
Space Shoe Corporation of Bridge- 
port, Conn. 

The charges, prepared by the Fed- 
eral Trade Commission, state that 
the firm has not only entered into 
monopolistic exclusive-dealing agree- 
ments with dealers, but also has 
falsely advertised that its shoes will 
correct a variety of conditions rang- 
ing from warts to stomach ulcers. 

FTC identifies the firm as the na- 
tion’s dominant manufacturer of 
molded shoes (custom-made on plas- 
ter casts of the customers’ feet). 

Among the lines it sells: Murray 
Space Shoes, Glove Mold Shoes, Con- 
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tact Shoes and Grape Skin Shoes. 

The government charges that Mur- 
ray sells only to those retailers and 
chiropodists who agree not to use or 
deal in competitive molded shoes. 
Also, the firm refuses to sell to deal- 
ers who compete in manufacturing 
molded shoes, it is charged. This, 
says the FTC, is a violation of Sec- 
tion 3 of the Clayton Act. 

The government says the follow- 
ing is an example of a false and mis- 
leading statement made by Murray: 
“Sufferers from fallen arches, corns, 
bunions, mosaic warts, heel spurs, or 
hammer toes frequently claim amaz- 
ing relief from the shoe.” 

The firm has until May 27 to reply 
to the charges. 


Advisory Committees 
Named for Allied Show 


NEW YORK—Style advisory com- 
mittees have been named for the 
next semi-annual Allied Shoe Prod- 
ucts Show, to be held August 1 to 4 
at the New York Trade Show Build- 
ing. 

Jerome M. Schlakman, advertis- 
ing director of American Biltrite 
Rubber Company, was appointed 
earlier to serve as general chair- 
man. Now, growth of the show has 
necessitated the creation of a new 
post, show manager. Mrs. Shirley 
L. Gropp, who has long been affili- 
ated with the Allied Shows, has 
assumed this position. 

Clarence R. Heyde remains as ex- 
ecutive director. 

The new advisory committee 
chairmen are: lasts, Joseph Hen- 
drick, Vulcan Corporation; heels, 
Edward Joiner, F. W. Mears Heel 
Company; shoe fabrics, Abraham 
Fuhrman, Lustrous Looms, Inc.; 
nuclear and rubber soles, Richard 
Ketchum, Avon Sole Company; 
coated fabrics, Irving R. Segal, 
Middletown Rubber Corporation. 

Leather soles, Harry Whiton, 
Armour Leather Company; shoe 
ornaments, Larry Albiniano, F. 
Ronci Company, Inc.; shoe goring, 
N. L. Wershing, H & W Shoe Sup- 
plies Company; shoe trimmings, A. 
E. Martin, Pero & Daniels, Inc., 
and shoe components, Henry P. 
Clayman, P. Clayman & Sons. 

Over the next three months, prior 
to the Allied Show, each of these 
committees will issue an advance 
fashion report to the industry. 
These reports issued before each 
Allied Show, are based on surveys 
and study of fashion trends and new 
developments related to the prod- 
ucts in each allied field. 


Executive Director Heyde said 
the coming Allied Show “looks like 
a sure sellout even at this early 
date.” The “working week-end” 
timing, Saturday through Tuesday, 
which met with favor at the Febru- 
ary show, has become established 
as a fixed policy. 


General Chairman Schlakman 
said more than 200 exhibiting firms 
already are booked. He viewed this 
figure as indicative of “heavy traffic 
and intense buyer activity.” 
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H. & A., New Firm, Markets 
Women’s Style Line at $16.95 


NEW YORK—‘‘Home and 
Abroad,” a line of women’s style 
shoes made by a new firm, the 
H. & A. Shoe Corp., of Newbury- 
port, Mass., was introduced at re- 
cent major shoe shows. The shoes 
all will retail at $16.95. 

The custom look on three heels— 
12/8, 15/8 and 18/8—is a strong 
feature of the line, according to 
Nancy Knox, who heads fashion and 
promotion, and Hank Davidson, de- 
signer. Other distinctive features 
are an aniline-type, 80 per cent 
rosin, water-resistant sole; guaran- 
teed crock-proof peach color linings 
throughout, and the use of Baby 
Buffalo, an Indian water buffalo, in 
uppers. 

Leather-covered, stacked-effect 
heels, a modified oval last and a 
modified squared toe with a square 
back heel were also shown. Fabrics 
are all exclusive. Boots are also in- 
cluded in the line, low-cut and with 
flattering V-throat, on a 15/8 heel 
only. 

A showroom and sales office will 
be maintained in the Empire State 


Building, according to William 
Rynne, chairman of the board and 
vice-president. 


Brauer Bros. Lists Major 
Additions to 2 of Its Lines 


ST. LOUIS—Brauer Bros. Shoe 
Company has announced several ma- 
jor innovations in its Paradise Kit- 
ten and Kitten-ette lines. 

High heels have been added to the 
Paradise Kitten and Kitten-ette 
lines, covering the complete range 
of heel heights. In addition, there 
is a variety of new lasts and pat- 
terns. 

The firm announced that it has 
strengthened its coverage in all heel 
heights in the $14.95-$16.95 range. 

Emmett C. Cooper, Brauer Bros. 
salesman who retired last January 
after 30 years of service, was hon- 
ored guest at the company’s recent 
semi-annual sales meeting. He was 
brought from his Iowa home for the 
unveiling of Brauer Bros.’ fall line 
and for a trip to inspect a new ad- 
dition to the firm’s plant at Cabool, 
Mo. The addition will permit an in- 
crease of about 30 per cent in the 
plant’s production. 


So. California USWA Contract 
Raises Minimum Pay to $1.30 


LOS ANGELES—A new two-year 
contract has been signed by the 
Southern California Shoe Manufac- 
turers Association with United 
Shoe Workers of America, Local 
122. 

While the new contract, due to 
start next September when the 
present one expires, doesn’t call 
for an over-all increase in wages, 
it does allow for a five-cent in- 
crease in the minimum wage. This 
brings the hourly pay from $1.25 
to $1.30. 

If during the period of the con- 
tract the government increases the 
Federal minimum wage to $1.25, the 
basic wage for shoe workers will be 
raised to $1.35. 

Also included in the contract are 
changes in pension programs, hos- 
pitalization and paid holidays. 

Seymour Fabrick, president of 
the Southern California Shoe Man- 
ufacturers Association and head of 
Vogue Shoe Company, said he be- 
lieved the new contract will make 
for greater stability in the South- 
ern California shoe industry. 
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Dunn and McCarthy 
Appoints Paul Vonckx 


AUBURN, N. Y.—Paul N. 
Vonckx, a veteran of the shoe ma- 
chinery and shoe manufacturing 
fields, has joined Dunn & McCarthy, 
Inc., of Auburn, as director of mar- 
keting. His appointment was an- 
nounced by William M. Emerson, 
president of the women’s shoe man- 
ufacturing firm. 

Mr. Vonckx had resigned in 
March as vice-president in charge 
of sales and service for Compo Shoe 
Machinery Corporation, Waltham, 
Mass. Earlier, he was sales manager 
of the International Shoe Machinery 
Corporation, Cambridge, Mass., and 
executive vice-president of the same 
firm. 

Prior to World War II, Mr. 
Vonckx was associated with the 
United Shoe Machinery Corpora- 
tion, Boston. After completing his 
military service, he was connected 
with shoe manufacturing until 1951. 

He has held posts as sales man- 
ager for Stetson Shoe Company, 
South Weymouth, Mass., and Holley 
Shoe Company (now Connors-Hoff- 


PAUL N. VONCKX 


man Footwear, Inc.) of Littleton, 
N. H. He also merchandised wo- 
men’s shoes in the Regal Shoe Com- 
pany stores before the present man- 
agement took over. 


Nicholson Names Distributor 


FRAMINGHAM, MASS. — Na- 
tional Shoe Products Corporation 
of this city has been named national 
distributor in the shoe industry for 
band saws made by Nicholson File 
Company of Providence, R. I. 


I. Miller Shops to Carry Line 
By Italian Designer Valentino 


NEW YORK—A showing of 20 
new fall styles ranging from tai- 
lored daytime to evening types re- 
cently served as an introduction 
for Italian designer Mario Valen- 
tino of Naples. 

The shoes will be made for I. 
Miller in its Long Island factory 
and deliveries will start in August 
to franchised I. Miller stores. 

Made over American lasts and on 
heels ranging from 12%4/8 to 17/8, 
18/8, 19/8 and up, the shoes will 
retail at $27.95 to $32.95, or higher 
where the detailing is intricate. 
Throughout the collection detail- 
ing is delicate and restrained. 

Starting with his favorite pat- 
tern, the closed pump, Mr. Valen- 
tino lightens and varies this base 
with perforations, strippings and 
other vamp and side openings. The 
tailored walking shoes—some on 
oval lasts—on medium stacked 
leather heels reflect the same feeling 
for delicate treatments as_ the 
pointed-toe, thin high heel evening 
shoes. 

Mr. Valentino plans to visit the 





Easiest line to sell because it’s most in demand by consumers— 


and your market will keep 
growing BIGGER—thanks 
to Danskin’s national 
advertising campaign in 


SEVENTEEN 
NEW YORKER 
MADEMOISELLE 


NEW YORK TIMES 
MAGAZINE 


DANCE 


SKATING AND 
SKI MAGAZINES 


the finest quality 
TIGHTS 


LEOTARDS 


TRUNKS 
full- fashioned 
for perfect fit— knit of 
HELANCA stretch nylon 


DANSKIN, INC. 4 
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AND MAKERS 


Sell...Sell...Sell 
The Biggest Market 
in Danskin History! 


More and more — little girls are 
living in Danskins! Delightfully 
snug-fitting—so easy to care for 
— so comfortable, for playtime, 
indoors or out! Mixed or 
matched with leotards, Danskin 
tights are all-time favorites, too, 
for little ballerinas and skaters. 
Famous for their knitted-in 
flawless fit — they wash and dry 
quickly! 
NEWEST COLORS, PATTERNS, 
STRIPES AND TEXTURED LOOKS! 
FULL FASHIONED TIGHTS— 

for Children from $3.50; 

for Women from $3.95 
SEAMLESS TIGHTS— 

for Women $4.95 
LEOTARDS— 

for Children from $3.50; 

for Women $4.50 


TRUNKS—for Children $1.65; 
for Women $1.95 


All prices are retail. In stock for 
immediate delivery and fast fill- 
ins. Order direct. Write for com- 
plete information and catalog BJ. 


OF TIGHTS 


LEOTARDS AND TRUNK 
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United States several times a year 
or whenever the occasion demands. 


Plant Corp. Acquires Control 
Of So. Carolina Retail Firm 


ST. LOUIS—The Thomas G. Plant 
Corporation, a subsidiary of Inter- 
national Shoe Company, has pur- 
chased controlling interest in Patton, 
Tilman & Bruce, Inc., Greenville, 
S. C., retail firm and leased-depart- 
ment operator. 

The Plant Corporation operates 
quality shoe stores in several other 
southern locations including Macon 
and Columbus, Ga.; Dallas and At- 
lanta (the well-known stores of 
Thompson, Boland & Lee, Inc.). 

Established in 1899, Patton, Til- 
man & Bruce will continue under the 
active management of George G. 
Ridenhour, vice-president and gen- 
eral manager, and Ernest G. Gail- 
lard, vice-president. Both men re- 
tain their ownership interests. Er- 
nest Patton and Julius H. Garrison 
have retired from the firm. 

Patton, Tilman & Bruce specializes 
in shoes, women’s ready-to-wear and 
accessories. 


Harold Booma Named Head of Boston Boot & Shoe Club 


BOSTON—Harold E. Booma, vice- 
president of the United Shoe Ma- 
chinery Corporation, has been elected 
president of the Boston Boot and 
Shoe Club. Other officers are: 

Harvey B. Evans, L. B. Evans’ 
Son Company, re-elected first vice- 
president; Wallace J. McGrath, John 
E. Lucey Company, re-elected second 
vice - president, and Wendell R. 
Bauckman, Griess-Pfleger Tanning 
Company, newly elected as third vice- 
president. Maxwell Field was re- 
elected secretary. 

The executive committee includes: 


Newly elected members—C. Russell 
Cavanagh, F. C. Donovan, Inc.; John T. 
Heald, The Stetson Shoe Company; 
Richard J. Potvin, R. J. Potvin Shoe 
Company, and Robert E. Remis, Beggs 
& Cobb, Inc. 

Re-elected members—Howard J. Bar- 





Harold M. Florsheim, president 
of the Florsheim Shoe Company, 
Chicago, has agreed to serve again, 
as in 1958, as a vice-chairman of 
the 1959 Special Gifts Campaign of 
the National Conference of Chris- 
tians and Jews. 


HAROLD E. BOOMA 


net, Jr., J. S. Barnet & Sons; Roy T. 
Johanson, Eagle Shoe Manufacturing 
Company; Irwin Katz, Hubbard Shoe 
Company; J. Leo Larkin, Surpass 
Leather Company; Edward B. Luit- 
wieler, American Stay Company. 

Also A. L. Maiellano, National Ballet 
Makers, Inc.; Patrick J. McCarthy, Mc- 
Carthy-Smallcomb Company; Samuel 
Sandler, A. Sandler Company; Francis 
L. Shea, Barbour Welting Company, 
and Charles W. Sweeney, Kelley & 
Sweeney Leather Company. 








FOR FLEXIBLE 
FINANCING 
THAT GIVES 
INDEPENDENT 
SHOE 


MANUFACTURERS 


FASTER 


WORKING CAPITAL 


TURNOVER 
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William ISE LIN- Co, Ine 
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Retailing 


357 FOURTH AVENUE; 
NEW YORK 10, N. ¥., 





Profitably at $9.95 & $10.95 
COMPLETE IN-STOCK CATALOGUE MAILED ON REQUEST 


THE P. HAGERTY SHOE CO., Washington C.H., Ohio 


with Closed Toe and Heel 
SHOES 


One of the most perfect fitting 
shoes in a generation. 
Designed with built-in comfort 
and flexibility. 


Smooth Black Kid 


IN STOCK 

Sizes AAAA thru D 
up to size 11 all 
widths. 





USMC Sales Management Holds Annual Conference 


Attending 1959 sales management conference of United Shoe Machinery Corpora- 
tion are (standing, left to right): Eldred C. Pfenning, sales director, Milwaukee; 
James V. Gallagher, administrative assistant, New York; George W. Willett, 
sales director, Haverhill, Mass.; Leonard N. Robinson, sales director, Nashville, 
Tenn.; Charlies F. Moore, sales director, Auburn, Me.; L. Lester Barner, sales direc- 
tor, Johnson City, N. Y.; Bradford P. Cutler, administrative assistant, Worcester, 
Mass.; John T. Reiss, sales director, St. Louis; Charles T. Holden, administrative 
assistant, Harrisburg, Pa.; Alfred A. Roger, sales director, Haverhill; Edmund J. 
Langlois, Jr., assistant district manager, Cincinnati; and (seated, left to right): 
C. Ranger Ill, assistant to sales manager; Karl S. Craig, sales manager; Vernon 
M. Pryor, assistant to sales manager. 


studied the company’s new product 
developments and its plans for the 
year during a _ week-long 1959 


BOSTON — Sales management 


personnel from United Shoe Ma- 
chinery Corporation’s branch offices 


USMC Sales Management Confer- 
ence here. 

After previewing the _ revised 
company catalog, “USMC Shoemak- 
ing Supplies,” the conferees made 
field trips to each of the corpora- 
tion’s main manufacturing plants 
and research facilities. These in- 
cluded the main research center 
and manufacturing plant at Bever- 
ly, Mass.; the B. B. Chemical Com- 
pany developmental laboratories and 
production facilities at Cambridge 
and South Middleton, Mass.; United 
Shank and Findings Company, 
Whitman, Mass., and United Awl 
& Needle Company, West Medway, 
Mass. 

In-plant demonstrations of devel- 
opments in materials, manufactur- 
ing methods and systems of quality 
control used in making USMC prod- 
ucts were highlights. 


Harder Sole for Slipper Line 

GLOVERSVILLE, N. Y. — The 
Daniel Hays Company will add a 
semi-hard sole to its “Foot Free” 
slipper line, permitting the slippers 
to be worn in the yard as well as 
inside the home. 





built to save money... take abuse 


snl ROG seating 
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LION Casuals al Sandals 


36095 Dirty Buck 

36097 Charcoal Gray 
Half and Full Sizes 6-12 

Ad Mats Available 


For the new, the different, 
the exciting, the promotable, 


in Sandals, 
look to Lion 


Scuffs, 
first. 


featuring REPLACEABLE SEAT CROWN 


There’s no need to re-upholster or replace an entire chair 
when it’s Royal, with replaceable seat crown—a feature 
typical of the fine in-use engineering that’s built into all 
oyal furniture. 
CHAIRS IN GANG Model 775-G (shown) also have wall- 
saver rear legs, self-locking glides, comfortable Flex-Spring 
seats, and ventilated metal seat pans. Square-tube construc- 
tion. Long-lasting satin finish. Choice of upholsteries and 
colors. Matching chairs, stools, settees, too. Write today 
for free literature. 
ROYAL METAL MANUFACTURING COMPANY 
One Park Avenue, New York 16, Dept. 6-E 


SSSR EHESESEEEEHEESEHEE HEHEHE HEHEHE BESEEHEEEEE 


23043 Natural 
23032 Black 
23021 Redwood 


CCHS SSCS HEHEHE EHH OH HEHE EEE EEE 
Seeeeeseeseeeeeseeseeseeeeeeeeeeee 


Casuals, 


Half and Full Sizes 6-12 
Ad Mats Available 


LION SANDALS Ine. 


400 EAST 111th STREET 


NEW YORK 29, N. Y. 
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Craddock-Terry Salesmen 
Hear St. Louis Retail Aide 


LYNCHBURG, VA.—A St. Louis 
department store official was the 
featured speaker at the recent semi- 
annual sales meeting of Craddock- 
Terry Shoe Corporation here. 

Marcus Rice, divisional merchan- 
dise manager for all shoes and wo- 
men’s accessories for Famous-Barr 
Company, spoke before some 200 
company representatives and 
guests. Mr. Rice, a director of the 
National Shoe Retailers Associa- 
tion and a member of the executive 


Marcus Rice (left), of Famous-Barr Com- 

pany, St. Louis, and Mrs. Rice talk with 

Percy N. Burton, president of Craddock- 
_Terry, during sales meeting. 


committee, spoke of “today’s chal- 
lenging opportunities for selling 
through service.” 

He cited developments in the in- 
dustry pointing up the importance 
of teamwork between the manufac- 
turer’s representative and the re- 
tailer. 


Brogan Footwear to Make 
Official Cheerleaders’ Shoes 


LOS ANGELES — Brogan Foot- 
wear, Inc., of this city has signed 
a four-year contract with the Na- 
tional Cheerleaders Association to 
make the officially-approved NCA 
women’s shoes, according to Robert 
Brogan, company president. 

The Brogan firm has hired 
Nathan Steinbock, a well known 
shoe designer, to design some new 
casuals for its line. He will also 
design the cheerleaders’ specialty 
shoes, to be called “Frenchies by 
Nathan.” These will retail at 
$10.95. 

Mr. Steinbock operates “Shoes by 
Nathan” in Johnson’s Ladies’ store, 
Salem, Ore. 


Lucky Stride Plant Declared 
Safe from Highway Project 

MAYSVILLE, KY.— Officials of 
Lucky Stride Shoes, Inc., here, say 
the state government has given as- 
surance that its plans for a new 
highway will not touch or in any 
way affect the operation of the com- 
pany’s plant. 

Earlier, it had been feared that 
the Kentucky Highway Department 
would acquire part of the factory 
premises for the road. At a press 
conference, Carl Henry, president of 
Lucky Stride, had said this action 
would force the firm to close its fac- 
tory and move to a different area. 

Lucky Stride, which manufactures 
women’s and girl’s shoes, has about 
250 employees and an annual payroll 
of more than $1 million. 


Armour Leather Moves 

CHICAGO—Armour Leather Com- 
pany announced the moving of its 
general offices to 401 N. Wabash 
Ave., Chicago. The company’s mail- 
ing address: P. O. Box 9222, Chicago 
90. 





In 1942 


» AID 


CAPT. EDDIE RICKENBACHER 
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to walking pleasure 


COME TO YOU! 


Whenever there’s an S.0.S. for comfort, cor- 

rection or support, Modern Aids comes to the 

rescue. And it will aid your sales too! Watch 

the full Modern Aid line pilot you to a more 

profitable store. 
@eeoeeeeeeeeeeeeeeeeeeseeeeeeeeeeeeeeseeee 


MODERN AIDS OF THE MONTH 


Style =442L-442E— 

Longitudinal Arch Pads 

Here’s the long-awaited line of hand-formed 
longitudinal corrections made along scientific 
lines and sold at reasonable prices. They all fit 
the contour of shoe and foot perfectly without 
the bulkiness of ordinary pads and cost no more 
—also available in (shock proof) felt. Eight sizes. 
442L—with leather cover. 

442E — with imitation leather cover — available 
with adhesive backing. 





Made to specifications of official 
drill teams and bands. Top 
quality—made on boot lasts. 
5ili—Sizes 5!/2-8 ...$4.00 
5121—Sizes 8!/2-12 . .$4.20 
5122—Sizes 12'/2-3 . $4.45 
5323 (stitch down) No Service 
i Charge for 
Small Orders 
Extra Colored 
Tassels, 25¢ pr. 


Size 10. .35¢ extra 
5323 (Littleway) 


Size 10. .35¢ extra 
BERNED SHOE COMPANY 


207 Essex Street, Boston II, 


SEE YOUR LOCAL JOBBER or write for FREE SAMPLE 


MODERN. ORTHOPEDIC APPLIANCE CO. 


Broadway, New York 12, 





Massachusetts 
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Roy Bowen to Head 
New ISCO Subsidiary 


ST. LOUIS—Roy L. Bowen, for- 
mer president and partner of the 
Nusrala-Bowen Shoe Company, has 
been named presi- 
dent of the Bowen 
Shoe Company, a 
new subsidiary of "¥ 
International Shoe 
Company. 

Henry H. Rand, 
International’s 
president, said the 
new company will 
operate more than 
21 stores and 
leased departments 
in Florida. Locations will include 
Jordan Marsh, Maas Bros. Depart- 
ment Store, and other prominent 
stores in Miami, St. Petersburg, 
Tampa and Lakeland. 

According to Mr. Bowen, the new 
company will concentrate its efforts 
on bringing “a new fashion concept 
to the South.” All major fashion 
brands of International will be pro- 
moted. Plans for expansion into other 
southern areas are being made. 


ROY L. BOWEN 


Balloting to Select ‘Dick Clark’ Shoe for Each Season 


PHILADELPHIA—4A plan to take 
some of the guesswork out of teen- 
age shoe fads has been developed by 
the Medic Shoe Manufacturing 
Company, an affiliate of J. Edwards 
& Company. 

The company will market a single 
shoe each season under a “Dick 
Clark American Bandstand” label. 
The agreement gives Medic the ex- 
clusive right to the Dick Clark Amer- 
ican Bandstand name for footwear. 
Clark will promote the shoe for each 
season on his ABC-TV show. 

To assure popularity for a season’s 
chosen shoe, teenage viewers will be 
invited to select a style by ballot. 
However, the style to kick off the 
campaign has already been selected 
by Medic for fall and winter. The 
promotion is aimed solely at teenage 
girls. 

The shoe selected for fall and 
winter is a sueded leather casual 
with functional strap, detachable 
kiltie tongue, plain vamp, and match- 
ing ribbed sole. It will be produced 
in black, gray, vicuna, red, green, 
nugget, wine and blue. Medic will 
stock the best-selling colors through- 


out the selling season. 

The shoe will retail from $6.95 to 
$8.95. Harry Goodstadt is sales rep- 
resentative for the promotion. 

Dick Clark’s show is said to have 
the highest rating of any afternoon 
TV show in the U. S. Initially the 
promotion will be directed only 
through the New York and Philadel- 
phia TV outlets. 


Brandeis Addition Dedicated 
To Louis H. Salvage and Wife 

WALTHAM, MASS.—A new wing 
has been dedicated at Brandeis Uni- 
versity’s Samuel Friedland Science 
Center in honor of shoe manufactur- 
ing executive Louis H. Salvage and 
his wife, who underwrote the proj- 
ect. 

Mr. Salvage is president of the 
Louis H. Salvage Shoe Company, 
Inc., Boston and Haverhill, Mass., 
and Manchester, N. H. 

The new structure has been named 
the Louis H. and Florence B. Salvage 
Wing. Its research laboratories will 
study cancer, heart disease and radi- 
ation sickness. 





New Displays - | 
w Booklet! 


i 
TAKE 


en STORY SETS as 


Colorful counter and window displays and a new, 


llustrated booklet for your 


your shoe manufacturers’ 


VIRGINIA OAK TANNERY 
SALES CORPORATION 


shoe ‘customefs! 


salesmen... 


Ask 


or write 


Your Customers 
Buy Good Shoes 


THEY DESERVE A QUALITY DRESSING 


MELTONIAN 
CREAM 


AGENTS 


SALOMON & PHILLIPS 


y 
27 SPRUCE ST NEW YORK 38, N pe New York 16, N. Y. 


in Conoda by BEAROMORE & CO., Limited, Acton, Ontario 
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‘Humphrey Smith’ Turns 50 


On his 50th birthday, April 30, James S. 
Legg, vice-president of Heydays Shoes, 
Inc., St. Louis, and his running mate, 
“Humphrey Smith," posed for formal 
portrait. Mr. Legg has long used the 
"Humphrey" pen name in pamphlets to 
the trade. The horseshoe, traditional 
good luck symbol, was for many years 
Humphrey's trade symbol, foo. Floral 
replica shown here accompanied a con- 
gratulatory message. 





A. S. Kreider & Son Co. 


Unrelated to Firm in Sale 





PALMYRA, PA.— Officials of | 


A. S. Kreider & Son Company of 
Palmyra have pointed out that their 
company has no connection with the 
A. §S. Kreider Shoe Manufacturing 
Company, Elizabethtown, Pa., which 
was recently sold and was to be liq- 
uidated. A spokesman for A. S. 
Kreider & Son, which makes men’s 
and boys’ footwear, said the firm is 
enjoying a “busy season.” 
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Buy 





JOBS 


ORTHOPEDIC FOOTWEAR 





GENUINE 
Auch 
MADE AND SOLD 
ONLY 
BY 


Mercantile “WNTERNATIONAL 


1133 Broadway N.Y.C. 13 OR 5-8390 





For Over 43 Years 


Headquarters For 


CANCELLATION 
~ STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fine > on 
MOSINGER -COHN 


1235 Washington, St. Louis 3, Mo 











Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 
B A R | 5 THE NATION'S FINEST 
CANCELLATION SHOES 
79-81 READE ST., N. Y.7 + WO 2-5180 





Texas Boot Co. Markets Line with Roy Rogers Brand 


LEBANON, TENN.—A line of 
boots bearing the “Roy Rogers 
Double RR brand” is being mar- 
keted by the Texas Boot Manufac- 
turing Company, Inc., here. 

The company has planned a spe- 
cial promotion featuring the west- 
ern hero, who gained the title 
“King of the Cowboys” in the mov- 
ies and is now seen regularly on 
television. 

A free display depicting Rogers 
and his horse “Trigger” is available 
to retailers. In addition, newspaper 
mats and other advertising mate- 
rial are being furnished to tie in 
with the Roy Rogers TV shows and 
personal appearances all over the 
U. S. Rogers appears every other 
month on a TV spectacular and he 
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also has another 87-station TV pro- 
gram. 
The new line features the Roy 


Rogers original eagle design in the | 
stovepipe pattern. There is a wide | 


assortment of colors and combina- 
tions in narrow-toe, 
and round-toe lasts with both cow- 
boy and flat heels. 

Infants’ 
priced to retail at $5.95; children’s 
in sizes 8144/3 at $7.95, and adults’ 
in sizes 3144/9 at $11.95. 

Gray Simpson, vice-president of 
Texas Boot, pointed out that a va- 
riety of other products outside the 
boot field are already sold under 
the Roy Rogers label. 


Texas Boot also makes the Texas, | 


Bronco, Rodeo and Corral brands. 





medium-toe | 


boots in sizes 4 to 8 are | 








A MODERN CORRECTIVE 
SHOE FOR EVERY 
Orthopedic NEED 


TARSO SUPINATOR® 


For the postural 
correction of 
fiat feet. 

<< 





TARSO 
PRONATOR® 


For club feet and 
metatarsus varus. 
Pairs or single shoes. 


4s 


Tarso Shoes are prescribed by doc- 
tors across America. Write today for 
illustrated brochure and catalog sheet. 


M. J MARKELL So OE COMPANY, INC 
Broadway, Yonkers, NY 


BOX HANDLERS 
YOu LONG ARM* 


wwe 8 ae 
TIME 


when you need it most 
—when customers are 
waiting. Long Arms get 
the shoes from the high 
shelves quicker than by any other method. 
Empties are returned upside down. Order Several. 
Satisfaction guaranteed with 24", 36", 48" and 
60°’, $3.50; 72'' handles, $4.50 postpaid in USA. 
Specify handle length and if for men's or women's 
Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


RUBBER FOOTWEAR 


TARSO MEDIUS® 

Straight, neutral last 

shoe. Detailed to 

match Tarso Prona- 

tor. Pairs or single 
shoes. 
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boxes. 








SURE-FOOTED — ~ 


most flexible, 
coolest on 


ANTI-SLIP 


Box 338G, Naugatuck, Ct. 
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Officials of Irving Tanning Company, Bos- 
fon, greet T. Abdul Wahid (center), 
member of a goodwill mission sponsored 
by Federated Indian Chambers of Com- 
merce and Industry, as he arrives to 
visit firm. They ore Harvey M. Kirstein 
{left} and Emery |. Huvos, vice-presi- 
dents of the company. 





Lifetime Heels Officials Think 
3 of 4 Women Know Product 


LAWRENCE, MASS. — Lifetime 
Heels executives now assume that 
three out of every four women in 
the United States have been intro- 
duced to the Lifetime heel and its 
Gold Dot trademark. 

In one of the biggest and most 
powerful promotions ever carried 
out in the women’s shoe industry, 
Lifetime Heels placed special sec- 
tions in three top circulation maga- 
zines and 29 newspapers. 

The magazines were Vogue, Good 
Housekeeping and Harper’s Bazaar; 
the newspapers included the New 
York Times magazine section and 
others selected by regional influence 
and population. 

The special Lifetime Heels sec- 
tions ran as heavy as 12 pages. 


Salesmen on the Road 
(CONTINUED FROM PAGE 83) 
sold his business and became a 
Freeman wholesale representative. 
He developed the territory into one 
of the best in coverage and highest 

in sales. 

He has become known as more 
than a salesman to the dealers he 
has serviced. He has been a strong 
believer in retail advertising and 
strong promotions. Through his ef- 
forts he has been able to instill suc- 
cessful promotional thinking into 
the accounts he services. 

He was able to pick his own suc- 
cessor: Frank Cooper, another life- 
long resident of Greensboro, who 
has served as a Freeman represen- 
tative in Kentucky and Tennessee. 
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Wanted to Purchase 








MERCHANTS’ NEEDS 








tats x0 Ydoas 


FOP Vous 


NEWSPAPER ADVERTISING 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


cs 
2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


me 
VINCENT EDWARDS & CO. 
World’s largest advertising 
service organization 
342 Madison Ave. 
New York City 

















Tanning Companies Merge 
(CONTINUED FROM PAGE 95) 
uppers for men’s and children’s 
shoes. Recently the firm began 
shipping the first production lots 
of Secotan leather, which it calls 
the first really new type of leather 
since chrome tanning was invented 
in 1880. Julian Hatton describes it 
as “quite different from most leath- 
ers, with more uniform texture that 
subdues rather than emphasizes the 
natural scars and scratches in 
hides. It also has a softer, more 

resilient body.” 

This patented method of tanning, 
which Eagle Ottawa has been de- 
veloping jointly with Seco Venture 
since 1950, is a process involving 
the use of a special chemical sol- 
vent rather than water in the ma- 
jor tanning operation. The Seco 
process reduces the major tanning 
operation to a matter of minutes. 

Eagle Ottawa was also one of the 
first companies to treat shoe leath- 
ers with silicones for waterproofing. 
And it is a leader in the field of 
Scotch grain leather production. 

Blanchard Bro. & Lane, Inc. has 


WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 











CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


YORK 7, N. Y. 


68 READE ST. 
2-25 15 


° NEW 
Telephone WOrth 


TOP DOLLAR! 
FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 














M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Honest Dealing 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 

















CHILDREN’S SHOE STORE OR DE- 
PARTMENT, Volume $85,000 or better. Pre- 
fer Southern California. Must be well estab- 
lished and show record of growth. Reply to 
Box 536, Boor anp SHog Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 


JOBS 
GENUINE 
dhe. 
MADE AND SOLD 
ONLY 
BY 


Mercantile INTERNATIONAL 


OR 5-8390 











33 Broadway N.Y.C. 10 





specialized in fine automobile and 
furniture upholstery leathers. But 
the company is also a large pro- 
ducer of flexible insole leather and 
shoe lining splits. 





Perforating Firm Builds Plant 


ROSELLE PARK, N. J.—Perfo- 
rating Industries, Inc., here, is 
building a new and larger plant in 
Linden, N. J. The company is en- 
gaged in perforating, slitting and 
blanking coated fabrics, hides, rub- 
ber, fabrics and other products. 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND 
QVERIOYED you surely will feel like kiss- 
ing him. 


“ SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 





Any quantity..any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts er 
surplus from manufacturer 
or retailer. For quick action 
write, wire or phone immedi- 


Write or wire for fast ac- ately. 


tion . . . quality men’s, 
PLEASE DON'T women's and children’s shoes. ee... Brn ange nod 


CAUSE AUNT JENNIE IS JEALOUS Fine Footwear FOr OVER 43 YEARS St. Louis 8, Mo. 


UNCLE Louis Camitta & Son MOSINGER-COHN "Guay ince 


Quality Shoes Since ’82 
“While in Town See Weil” 
1 Reade St., N. Y. Cc. WOrth 2-5063 1235 Washington St Louis 3 Ye) 





























WE PAY MORE /.__,,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 








: COMPLETE STORES ® 
‘WANTED: 


V//l0ldla BARIS BUYS for CASH Z7//777T{ wit 
Quick decision on your offers of discontinued and N Confidential magetaisens by é 
¢ A R j S$ surplus men's, women's and children's shoes. . rated . . . experienced retailers 
Also complete stores considered 7 e 


Jobs In Fine Shoes From Fine Sources Since 1931 ARRONSON BROS. & BAYROFF 


a 100 Chambers St., N.Y.C. RE 2-4170-4171 4 
Bee HE & 




















THE MATION’S FINEST 
GANCELLATION SHOES 


N 79-81 Reade St. © New York 7, Y. © Tel: WOrth 25180 
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TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes lines 


e discontinued 


Complete Stores FOR OPERATION ¢ complete stores 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


GAFFIN SHOES 
ine. + BE 3-720 
146 DUANE ST, ¥.¢. 


UNion 3-6413 

















B. & R. PAYS THE LIMIT WE BUY 


WE BUY CLOSE OUTS C Piet 
COMPLETE SHOE STOCKS A SURPLUS STOCK 
LEASES ASSUMED s 


Write or Phone 
YOUR NAME PROTECTED Hf Walnut 5-2062 
B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 24358 


Phone or wire 
collect 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 
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Personnel 





DON P. WEBER 
Also a VP 


DALE M. LAWRENCE 
Godman VP 


Elected... 


Dale M. Lawrence and Don P. 
Weber, as vice-presidents of H. C. 
Godman Company, Columbus, O., 
and its subsidiary, Miller- Jones 
Shoe Company. Mr. Lawrence will 
be in charge of sales and Mr. 
Weber, in charge of production. 
Jacob I. Rosenbaum, Cleveland at- 
torney, was added to the board of 
directors. 

Leon W. Harrington, as a member 
of the board of directors of Wol- 
verine Shoe and Tanning Corpora- 
tion, Rockford, Mich. He is a Grand 
Rapids, Mich., attorney. 

Thomas S. Rothwell, as vice-pres- 
ident of Melville Realty Company, 
Inc., real estate division of Melville 
Shoe Corporation, New York. An at- 
torney, he handles legal work on 
the Thom McAn stores. Mr. Roth- 
well joined Melville in 1956. 

John R. DeWitt, as a member of 
the board of directors of the J. F. 
McElwain Company, Nashua and 
Manchester, N. H., shoe manufac- 
turers. Since February 1958, he has 
been in charge of the company’s 
model and merchandise department. 

Thomas Hartnett, as a member of 
the board of directors of the Hite- 


ROSS MALLOY 
Represents Joyce 


JACK E. JOHNS 
Joins Panorama 


106 


B. DONNIS JONES 
Joins Cobblers 


THOMAS ROTHWELL 
Realty Official 


man Leather Company, Inc., West 
Winfield, N. Y. He is president of 
Harvey-Hartnett Leather Company, 
Boston, and a director of the 
Thomas B. Harvey Leather Com- 
pany, Philadelphia. 

Joseph M. Bell, Jr., as a director 
of Endicott Johnson Corporation, 
Endicott, N. Y. He is president of 
the New York State Electric & Gas 
Corporation. 

H. Greville Smith and Henry F. 
Scheetz, Jr., as directors of Brown 
Company, Berlin, N. H., wood prod- 
ucts firm, whose products include 
innersoling. 


Appointed... 


John L. Neff, as sales manager of 
the Fairfield division of H. C. God- 
man Company, Columbus, O. Mr. 
Neff started with the firm as a 
stockboy in 1925. He is a director 
of the National Shoe Travelers’ As- 
sociation. 

Ralph L. Cohen, as sales repre- 
sentative in the New York metro- 
politan district for Viner Bros., Inc., 
Bangor, Me. His headquarters will 
be in Manhattan’s Marbridge Build- 
ing. 

B. Donnis Jones, as sales repre- 


B. G. WEINER 
Joins Riverside 


ROBERT CORMAN 
Appointed by Lujan 


J. S. GILCHRIST, JR. 


JOHN K. HAMBENE 
With Soft Pedals 


Named by Stetson 


sentative in the Southeastern U. S. 
for Cobblers, Inc., Los Angeles. Re- 
placing Ross Malloy, who resigned, 
he will have his headquarters in 
Columbus, Ga. 

John K. Hambene, as Midwestern 
sales representative for The Stetson 
Shoe Company, Inc., South Wey- 
mouth, Mass., handling the Stetson, 
Banister and Arnold lines for men. 
Mr. Hambene lives in Chicago and 
has covered the same territory for 
other men’s shoe producers. 

Ben P. Koret, as sales representa- 
tive for Tober-Saifer Shoe Manu- 
facturing Company, St. Louis. He 
will travel Ohio and West Virginia, 
operating from his home in Shaker 
Heights, O. 

Marshall Rosenberg, as sales rep- 
resentative for Florentina Foot- 
wear, Miami, Fla., covering New 
Jersey, Pennsylvania, upstate New 
York and Delaware. He will main- 
tain an office in New York’s Mar- 
bridge Building. 

Edward Thomas, as California 
sales representative for Caprini, 
Inc., of Philadelphia. The position 
was formerly held by Richard Graf- 
fis. 

James W. DuPuy, as sales repre- , 
sentative in the Southeastern states 
for Lucky Stride Shoes, Inc., Mays- 


JOE WILHELM 
Factory Position 


REGINALD R. CURL 
Tyer Salesman 
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ville, Ky., handling Edith Henry 
shoes. 

Joseph Rathy, as director of de- 
sign for Lucky Stride Shoes, Inc. 
He will work under supervision of 
Mrs. Edith Henry, who designs the 
firm’s basic lines. He was formerly 
designer with the Selby Shoe Com- 
pany, Portsmouth, O. 

Jack S. Gilchrist, Jr., as sales 
representative for the Soft Pedals 
division, International Shoe Com- 
pany, succeeding William F. Strub, 
Jr., who resigned. He will travel 
California, Nevada, Arizona, New 
Mexico and Texas, with his head- 
quarters in Dallas. 

Jack E. Johns, as sales represen- 
tative for Panorama, International 
Shoe Company’s division of wo- 
men’s high-fashion shoes. From 
headquarters in Rockford, IIl., he 
will cover Illinois, Wisconsin, Min- 
nesota, Michigan, Indiana, Ohio, 
Kentucky and Tennessee. 

Marvin Mandel, as manager of 
the New York sales office of Mid- 
west Footwear, Inc., Sullivan, Mo. 
The office has been moved to 825 
Marbridge Building. Mr. Mandel 
continues to travel the New York, 
Pennsylvania and Maryland terri- 
tories. 

Gerard Comple, as sales repre- 
sentative for the Propr-Bilt division 
of Brown Shoe Company, St. Louis, 
carrying Propr-Bilt and Miss Amer- 
ica lines in the New York-New En- 
gland area. 

David Kogen, as sales represen- 
tative for Brown Shoe Company’s 
Propr-Bilt division, carrying Propr- 
Bilt and Miss America shoes in 
Pennsylvania, New Jersey, Mary- 
land, Delaware, Virginia and West 
Virginia. Before joining Propr-Bilt, 
Mr. Kogen was with Sandler and 
Trimfoot. 

Mannie Wilen, as buyer of sport 
shoes and casuals for Berland Shoe 
Company, St. Louis, succeeding Lee 
Pinsel. For the last several years 
Mr. Wilen has served as district 
manager of the Berland stores in 
the Detroit and Chicago areas. He 
has been connected with Berland 
for the past 15 years. 

Harry Ottman, as sales represen- 
tative for Brauer Bros. Shoe Com- 
pany, St. Louis, traveling Utah, 
Colorado, Arizona, New Mexico and 
parts of Wyoming and Nebraska. 
He formerly was with Brauer Bros. 
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for over 20 years before going into 
retailing in 1951. 

Ross Malloy, as sales representa- 
tive in the Southeastern states for 
Joyce, Inc., Cincinnati, O. His ter- 
ritory will include Georgia, Florida 
and the Carolinas. He replaces Ivan 
Stone, who has resigned to return 
to his native Texas. 

Robert Corman, as Southeastern 
sales representative for Lujan 
Sales Corporation, New York, foot- 
wear importers. He replaces Wil- 
liam Mann. 

B. G. Weiner, as sales representa- 
tive in the Southeastern states for 
Riverside Shoe Corporation, New 
York. This is a new position for 
the company. Mr. Weiner will op- 
erate out of Savannah, Ga. 

Reginald R. Curl, as salesman for 
the Consumer Products division of 
Tyer Rubber Company, Andover, 
Mass. He will cover Ohio, Indiana 
and northern Kentucky. 

Lewis L. Marder, as a member of 
the sales staff of The Stanbee Com- 
pany, Inc., Lynn, Mass. Mr. Marder, 
who was formerly with Kleven Shoe 
Sales Company, Inc., will service 
the New England territory. 

Thomas R. Atkins, as chief de- 
signer and production manager for 
Comfort Products Company and 
S G S Footwear, Inc., Worcester, 
Mass. He previously spent seven 
years with Shields Slipper Corpora- 


tion, Bombay, N. Y., and he has 
many years’ experience as a shoe 
designer. 

Joe Wilhelm, as assistant to the 
general manager of the Cobblers, 
Inc., branch factory in Williams- 
port, Pa. 


Retiring... 


Bruce H. Crompton, from the vice- 
presidency of H. C. Godman Com- 
pany, Columbus, O. He will remain 
with the firm as West Coast repre- 
sentative after moving to Santa 
Ana, Calif. 

E. M. Sullivan, from Brown Shoe 
Company, St. Louis, after 46 years’ 
association. He formerly sold the 
general line in south central Kan- 
sas and the Buster Brown line in 
Cleveland. For the last 10 years he 
represented Buster Brown in Flor- 
ida, where he lives. 

George Nemetz, from the Albert 
H. Weinbrenner Shoe Company, 
Milwaukee, where he completed 50 
years’ service in June 1958. Since 
1949 he had been upper leather and 
sole leather buyer in Milwaukee. 
He was honored by associates at a 
farewell luncheon. 

Walter R. Shoemaker, from John 
R. Evans & Company, Camden, N. J., 
tanners, after 40 years with the 
firm. He served as its paymaster. 
Fifty of his associates honored him 
at a testimonial dinner. 





Town Walking Heel Shown 
In Charles Jourdan Collection 


NEW YORK — A town walking 
heel was news when the fall collec- 
tion of Charles Jourdan shoes was 
presented here recently. Until now, 
this manufacturer has been identi- 
fied with extremely slim, high heels. 

The new leather-covered heel is 
16/8 in height and thick enough for 
comfort in these smart town walk- 
ing types. 

Other heels range from 19/8 to 
23/8 and 24/8. Thel. Miller French 
Look last is used on some of the 
higher heel styles. The majority of 
the shoes, however, are on a 
pointed-toe last. Pumps dominate 
the collection and are noteworthy 
for their lowered throat and side 
lines. 

Great originality and delicacy in 
vamp trimming, accentuating the 
shorter vamps, are typical of the 


collection. Colors are subdued and 
rich. 

Executives of the company came 
from Paris to show the shoes to the 
American press. 


Leather Technology Course 

LOWELL, MASS.—For the third 
consecutive year, a summer course 
in leather technology will be con- 
ducted at the Lowell Technological 
Institute department of leather en- 
gineering. It will be given June 8 
to 26 under the auspices of the New 
England Tanners Production Club. 

A week of background training, 
with a daily lecture and laboratory 
experiments, will be followed by two 
weeks of specialization in the pilot 
plant. Closing date for applications 
is May 22, and the class will be lim- 
ited to 24 persons. Dr. Albert E. 
Chouinard, department head, is re- 
ceiving the applications. 





Classified and Want Ads 








BUSINESS OPPORTUNITY 





SIDELINE SALESMAN WTD. 


FOR SALE 








WHO IS WHO?... 


Compar S.p.A.,Padova, Italy 


1. We are exporting around 500,- 
000 pairs of shoes by year to 
all parts of the world. 

2.We possess also a Chain of 
Stores in Italy and are retail- 
ing the best of Italian Foot- 
wear. 

3. If you are interested in buy- 
ing Italian Shoes you can 
write to us; or if you are, or 
will be in Italy, we will be 
pleased to welcome you in 
Padova in our sample room, 
where over 2000 different 
models will be at your dis- 











position. 








SALESMEN WANTED 








OPPORTUNITY ! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write: 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 














SALESMEN WANTED 





SALESMEN WANTED BY OLD ESTAB- 
LISHED INFANT SHOES : MANUFAC- 
TURER of Soft Soles, First Steps, and Flexi- 
ble Walkers. America’s Best Quality values. 
Short, Easy to carry, highly competitive line. 
Beautiful Straps, Novelties and year round 
selling styles. Ideal Side Line! Highest com- 
missions paid monthly. Several excellent ter- 
ritories open for increased production. State 
references and territories covered. Reply to 
Box 397, Boor anp SHoe ReEcorper, Chestnut 
& 56th a ee, a 39, Penna. 


SALESMAN WANTED: High grade, Im- 
ported Italian Men’s Shoes, in stock and make 
up. Highest commissions paid monthly. Estab- 
lished business in territories available, East 
Coast and South. Can be carried with non- 
conflicting side line. State experience and 
references in first letter. Reply to Box 516, 
Boot anp SHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 











EXPERIENCED 
FOOTWEAR SALESMEN 


For strong House Slipper Line, Men's, 
Women's, Children's. Complete in-stock 
department, competitively priced $3.00 
to $7.00 retail. May be carried with 
other non-conflicting line. Northern Mich- 
igan, lowa, Missouri, Kansas, Wisconsin, 
Nebraska, Minnesota, Kentucky. Write 
complete resume. 


Reply to Box 539, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











SALESMAN WANTED: LINE OF CHIL- 
DREN’S PRE-WELTS AND CEMENTS; 
sizes to 3, Misses. Territories: Ohio, Indiana, 
Michigan, Iowa and Pennsylvania. If interested 
in any other territory write. Will consider. Re- 
ply to Box 364, Boor ann Snore ReEcorper, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 





Brilliant Brothers Company 
190 Lincoln Street 
Boston 11, Mass. 


National Distributor Men's Popular Price 


Dress, Work, Play Shoes—exclusive or 
sideline. Territories: 

La., Miss.; Ark., W. Tenn.; Calif.; Wash., 
Ore.; Kans., Mo., Neb., lowa; Me., 
N. H., Vt. Enclose resume and refer- 
ences 








NATIONALLY KNOWN CONCERN 
NEEDS MAN to carry Branded Line of 
Lightweight Spring and Summer Casuals for 
men and women in Oregon, Washington and 
Western half of Idaho. Reply to Box 526, 
Boot anp SwHoOe Recorper, Chestnut & 56th 
Streets, ee 39, Penna. 


SALESMAN or SALES AGENCY with 
wide experience wanted for New Line of Very 
Competitive High Grade Imported Hand Made 
Shoes. Reply to: BARTLETT & See te eg 
INC., 16 West 32nd Street, New York 1, 


SALESMEN w ANTED: Volume Manufac- 
turer of Complete Line of Children’s Shoes 
has opening in several territories. Large in- 
stock department popular priced shoes. Nation- 
wide distribution. Reply to Box 534, Boot anp 
Soe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


SALESMEN WANTED: UNUSUAL _ OP- 
PORTUNITY TO REPRESENT a_Well- 
Known Manufacturer of Canvas and Water- 
proof Footwear at the Wholesale Level. Must 
reside in Central Atlantic States . . ._an 
cover the same area. Reply to Box 533, Boor 
anp SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 








FACTORY MANAGEMENT 











HEVERLE and HAY 
121 North Broad Street 
Philadelphia, Pa. 
Specialists in Leather Saving, cutting 
control, and all shoe management 

problems. 











FAMILY CANCELLATION 
SHOE STORE 


Located in Live town, 125,000 Popula- 
tion, next to Los Angeles. Same location 
eleven years. 1958 volume $100,000. 
Clean Stock of Good Brands. Popular 
Prices. Cheap rent. Good lease. Good 
parking facilities. Must sacrifice due to 
ill health. Will reduce inventory to 
Twenty Thousand; $1,500 plus inventory. 
Terrific opportunity. May consider terms 
to right party. Principals only. 

Reply to Box 538, BOOT & SHOE RECORDER 

Chestnut & 56th Streets, Philadelphia 30, Pa. 











FAMILY SHOE STORE FOR SALE: 
One of the oldest in Midwest. Nationally ad- 
vertised Lines. Approximate volume average 
$50,000 past ten years. County seat town; 
population six thousand. Good lease. Ill health 
only reason for selling. Reply to Box 537, 
Boot anp SHOE Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


FAMILY SHOE STORE: Same North 
Jersey established shopping area over 35 years; 
Nationally Advertised lies; Reasonably priced. 
Retiring. Reply to Box 523, Boot anp Sor 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 





HELP WANTED 





ORTHOPEDIC SHOE SALESMEN (2), 
Retail; Part Time, Full Time; downtown 
Newark office. $20 to $25 a day. Excellent 
hours and working conditions. Age no barrier. 
Good for semi-retired man or Chiropodist. Re- 
ply to Box 535, Boor anp SHog RecorpEr, 
Chestnut & 56th Streets, Philadelphia 39, 
Penna. 








CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 


Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 


Classified Advertising 
is payable in advance 
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Index to Advertisers 


and not as part of the advertising 





This Advertisers’ Index is published as a conv 


contract. Every care will be taken to index correctly. No allowance will be made for 
errors or failure to insert. 


Acme Boot Company, Inc..... 10 
Alden, C. H., Shoe Company... 75 
Altschul, Julius, Inc. 80 
American Biltrite Rubber 
Company 
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American Juniors Shoe Com- 
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Bata Shoe Company 4 
Beacon Falls Rubber Foot- 
wear 
Beebe Rubber Company 
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Berned Shoe Company 
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Kid Company 
Bristol Manufacturing 
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Ohio Leather Co., The 
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Pierce, C. S., Company 
Playboy Magazine 
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Potvin, R. J., Shoe C 
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Ripple Sole Corporation 
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Ross, A. H., & Sons C 
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Company 

Rueping, Pred, Leather Co.. 


Sabin, B. 

Salomon & Phillips 

Scholl Mfg. Co., Inc., The.... 
Shaw, M. T., Inc. 

Sperry Topsiders 
Spiegel-Stanley Co. 

Step Master Shoes, Inc. 

Stoff, M., & Co. 


Tan-Art, Inc. 


Tingley Rubber Corporation. . 
Topps Shoe Store 
Traister, Oscar, Shoe Com- 


United Shoe Machinery 
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Corporation 


Weil, M. K., Shoe Co 89, 105 

Wellco Shoe Corporation .... 97 

Wolverine Shoe and Tanning 
Corporation 
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A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 


This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money.. 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 
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United servicemen can help your 
operators by keeping their machines in top condition. 
Poor shoes can be the result of worn machinery. 
Toes may not be lasted down to the wood, inseams 
trimmed high, stitch separating erratic. These and other 
defects can result from gradual wear in your machinery. 
Consider the investment in United service as a means 
of increasing profits. A ‘“‘second”’ or “‘reject’’ stamp is an 
expensive way to pay for lack of proper machine 
maintenance. Let us help your operators turn 
out their best work. 


UNITED SHOE MACHINERY CORPORATION 
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America’s Finest Golf Shoes 


Lockers of America’s Country Clubs reveal an As a skilled shoe merchant, Nunn-Bush Ank/e- 
amazing preference for Nunn-Bush Ank/e-Fashioned Fashioned Golf Shoes will enable you to claim 
Golf Shoes. Superior FIT and PERFORMANCE as much golf shoe business in your community 
claim both tne notice and the conversation of as you are prepared to serve. They will «ake 
intelligent men. Note the efficient Doubler which customers of friends of customers...and BRING 
shields the wearer from Calk discomfort. CUSTOMERS BACK... for more! 


Style 152 Specially designed golf last. Handsewn vamp. Brown and Natural Veal. Oiled Double Soles. Moisture 
The Resistant. Laflex Doubler Calk Shields. Removable Tempered Steel Spikes, Arch-fashioned Steel Shank. 


eeeeedl Immediately available from stock: AA 8-12, A 7-12, B 61-12, C 5-12, D 5-12. 


Also in stock two new lightweight golf shoes, styles 640 and 641 





NUNN-BUSH $HOE&E COMPANY ee MILWAUKEE 1, WISCONSIN 
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the exciting success of our new ounces-_ 


WHO SAYS YOU CAN 
S SHOES IN SUMMER 
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that. And, it’s never too warm for the 


You know that. With 
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